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ADVERTISER'S WEEKLY ()°,, MAGAZINE READERSHIP SURVEY: 
weuneeceeuee FRANCE SUPPLEMENT 


Advertiser's 


Weekly 


Weekly net sale over 
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| Morning mail means reader- 

| confidence. Every week WOMAN 
7 receives many thousands 

| of letters. The secret? 

| Just the best editorial, the 
7 best presentation, the biggest 
if circulation and the highest 
| reader-confidence in the 

| business. 

| 


2,200,000 | 


e 
PHILIP BMANUBL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2 ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE = 
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ADVERTISER'S WEEKLY 


Whetting The 
Customer's 
Appetite 


Sirn,—*Publisher” (this page 
last week) paints an alarming 
picture of advertising agents 
blackmailing editors into giving 
tree editorial! Naturally editors 
must be vigilant. But don’t let 
us develop a complex on this 
matter. So far as the trade Press 
is concerned it is surely an 
editor's responsibility to give 
news about new products, new 
equipment, etc. This is, of course, 
free publicity—and in modern 
conditions the news item is often 
provided by the advertising 
agent, who also acts as publicity 


agent for his client. But it ts 
also a =mecessary service to 
readers. 


The crux of the matter seems 
to be this. No sensible manu- 
facturer or his advertising agent 
believes that a free editorial will 
do the whole job of selling. 
From time to time he likes 
editorial publicity, of course. 
But this does not prevent or 
relieve him from the main task— 
of using the advertising columns 
consistently for driving home his 
sales message. 

After the war I launched a 
new product. The trade papers 
concerned wrote it up in the 
editorial columns. It was news. 
A lot of reader inquiries resulted. 
But I was not such a fool as to 
think my selling job had been 
done. The editorial was a one- 
time “shot;” after the first flush 
reader inquiries were bound to 
drop and then cease. Advertis- 
ing—and lots of it—was essentia). 
1 would be jess than human if 
I did not favour—as part of the 
media chosen—the trade papers 
that had written up my product. 
This was not gratitude! It was 
common sense—for the reader 


ee ee yen 
he ie . -"y 3 lohn 


TO THE 


LETTERS 


EDITOR | 


response had shown that the 
papers concerned circulated 
among potential buyers. 
MANUFACTURER. 
(Name and address 
supplied.) 
Birmingham. 


Gardens As Setting 


For Posters 


Sik,—An address delivered by 
Mr. J. W. Mills at Coventry, as 
quoted in your issue of March 
15, suggests that those who lay 
out attractive gardens as a setting 
for their poster advertising sites, 
do so at the expense of the 
advertiser. 

Speaking as one responsible 
for the well known Piccadilly 
Garden advertising site, to which 
will presently be added a second 
and equally attractive garden site 
in the Strand, may 1 express my 
complete disagreement with this 
point of view. 

The pleasant green of turf, the 
gleam of flowers, is so graciously 
unexpected amid the surrounding 
depressing drabness of streets 
and buildings, that it produces an 
irresistible -desite- to linger and 
indulge the eye. Its presence 
defeats the! sub-conscious avoid- 
ance with which town dwellers 
sometimes arm themselves 
against the poster, and impels a 
closer, more intelligent attention 
than would otherwise be given. 

G. L. McLELLAN, 
General Manager, 
Borough Billposting Company. 


Dropping Bricks 
By Letter 


Sir,—As a postscript to Mr. 
Charles’ letter emphasising that 
Canada wants our ads. and goods 
may | mention that I have up-to- 
date lists of almost every type of 
Canadian prospect who may be 
approached by direct mail and 
can also give the correct copy 


angles. ‘ 
How many Canadian and 
American business men must 


guffaw when they receive a letter 
addressed to Esq. or Messrs.— 
terms never used on the North 
American continent, and how 


many British direct mail adver- 
tisers know how to word a 
Canadian or American sales 
letter? 

R. AYNSLEY-COOPER. 
Villa Rd., P.O. Box 136, 
London, S.W.9. 


Twenty-Five 


Years Ago 
LeMarchs, 1926 ssn 


The advertising club movement 
was extending rapidly, new clubs 
being reported at Cambridge, 
Nottingham, and Hull. 

” oo ” 

A definite statement that the 
Chancellor of the Exchequer 
would not tax advertising was 
made by Sir Charles Higham, 
speaking at the Publicity Club of 
London. 

7 * * 

William John Berrill, senior 
managing director, Gordon & 
Gotch Ltd., died. 

* * * 

“Freddie” Osborne retired as 
hon. secretary of the Press Adver- 
tisement Managers Association. 

* * * 

Modern Weekly, “a new popu- 
lar magazine for womankind,’ 
was launched by Amalgamated 
Press Ltd. 

* * * 

Over one million replies were 
received from a coupon advertise- 
ment campaign for Pears “Golden 
Glory” soap. 

* * * 

A British Advertising Conven- 
tion was held at Blackpool. Sir 
William Veno was chairman of 
the organising ,committee. 

* * * 

Stone-laying ceremony for the 
Daily News and Star premises in 
Bouverie Street took place. 

* ” a 

Postal cash on delivery was 
introduced. 

* * . 

The Aldwych Club lunched 
Alan Cobham to celebrate his 
trans-African flight. 


‘CUT ADS.’ MOVE 
DEFEATED 


The Co-operative Party's 
Easter conference defeated a reso- 
lution calling on newspapers to 
print fewer advertisements. 

Enfield Highway branch said 
large-scale advertising was a 
waste of newsprint. The Govern- 
ment should be urged to inter- 
vene. 

Mr. Frank McDonagh, of 
Nuneaton, told delegates: “We are 
getting very near to interfering 
with the freedom of the adver- 
tiser and of the Press.” 


Exhibition Venue 
In Park Lane 


Moving to Stanhope House, 
Park Lane, at the end of this 
month are S. P. O'Connor & Co., 
Ltd., and their subsidiaries. 

Stanhope House, for many 
years town residence of the 
Sassoon family, has been 
acquired by the promoters and 
organisations of the Glasgow 
Engineering Centre. It will be a 
permanent exhibition venue and 
an information bureau for all 
matters relating to sport, art, 
travel and entertainment. It will 
soon become known as_ the 
S.T.A.R. Centre. 

O’Connors have been appointed 
advertising and public relations 
consultants. 


DUG IN 


An all-time Press advertising 
record has probably been set up 
by the appearance in The Times 
of the 800th consecutive Saturday 
insertion of Mr. Cuthbert’s 
Weekly Gardening Talk. 

This well-known feature by 
R. and G. Cuthbert, nurserymen 
and seedsmen of Goff's Oak, 
Hertfordshire, has appeared 
every Saturday for over 15 years. 


-W. PLAYER LTD 


30 FLEET STREET - LONDON E.C.4+ CENTRAL 2786 (3 lines) 


The London Office of some of the best media in the country 


| . ,; Manrcn 29, 1951” ‘4 
| ) — ZA : 
y ¢ Me ||| | 
Ae’ all \ e/ 7 
4 * 
i) | a 
rseyy é‘ 
: 
— a F 
PF 
: a _—* _ : 
aie 
- : 
3 — J 
; 


Marcu 29, 1951 ADVERTISER'S WEEKLY 


Giving the masses what they want 


Idd 
ew == 


Among the commentators on current affairs 
who write in JOHN BULL is military specialist 
Liddell Hart. Yet another example of the 
new high standards with which JOHN BULL 
leads the weekly magazine market. 


WEEKLY NET SALE 
OVER 1,100,000 


A Giant by any Standard 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, w.c.2 ALL-ROUND VALUE AND A SQUAKE GUARANTEE FOR 4 STRAIGHT LINE s 
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ADVERTISER'S WEEKLY 


Picture of a tycoon 


Here is the man whose favourite paper is THE 
ECONOMIST. For years THE ECONOMIST has claimed 
him as its most faithful follower. Now he has claimed 
THE EcoNoMIST. Nothing could be more conclusive than 
one paper’s survey of another—or of 35 others; and... 


reading 


... Time-Life International have just conducted 
(through Research Services Ltd.) a survey in which they 
gave a list of 35 well-known British home and American 
export periodicals to 1,002 Directors of principal 
companies in the U.K. 


his favourite paper... 


The Directors were asked: 

Which of these periodicals do you receive regularly ? 
The Economist came 4th. 

Which of them do you read regularly ? 

The Economist came 2nd. 


If you could have only one or two of these periodicals— 
which one or two would you want above all others ? 


The Economist came Ist. 


The Economist 


—the favourite periodical of Britain’s business and industrial leaders 


THE ECONOMIST - 22 RYDER STREET . LONDON - SW1 - WHITEHALL 1511 
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Advertiser's Weekly 
March 29, 1951 


Vol. 151 


Advertiser's 
Weekly 


The Organ of British Advertising 


No. 1,970 


THURSDAY, MARCH 29, 1951 


What Businessmen Read: Challenging Facts 


In American Sponsored Survey 


308 DIRECTORS 
REPLIED TO 
TICK SYSTEM 

Advertiser’s Weekly Special 


Some surprising evidence of 
what British businessmen read 
is offered in a supplement to 
an international survey into 
magazine reading habits, 
recently conducted for Time 
(Auantic edition) in Europe, 
the Middle East and South 
Africa. 

The survey was carried out by 
International Public Opinion 
Research Inc., and Dr. Eric 
Stern, through local affiliates. In 
Britain and Eire the survey was 
by Research Services Ltd. by mail 
to 1,608 persons of whom 516 
replied. Addresses were selected 
at random, from various sources, 
and included 1,002 company 
directors, in the U.K. and 80 in 
Eire. 

A list of British periodicals and 
U.S. export journals was circu- 
lated, recipients. being asked to 
tick those they received at home 
or office, or bought at a book- 
stall. Secondly they were asked 
to tick those they read regularly. 

The list submitted was: 

American Automobile; Ameri- 
can Exporter; American Exporter 
Industrial; Country Life; The 
Economist; Everybody's; Export 
Buyer; Future; Herald Tribune 
European’ Edition; Illustrated 
London News; International 
America; John Bull; Leader 
Magazine; Life International; 
Lilliput; McGraw-Hill Digest; 
Men Only; New Statesman & 
Nation; New York Times, 
European Edition; Newsweek; 
Pharmacy International; Picture 
Post; Punch; The Reader's 
Digest; The Reader's Digest, U.S. 
Edition (without advertising): 
Scope; Sketch; Spectator; Sphere; 
Tatler; Time; Tit-Bits: Universal 
Commerce: World Mining; 
World's Business. 

Analysis of the replies from 


Receive or Buy 
per cent 
54 


Punch 
Illustrated London News 43 
Picture Post 41 
The Economist 

The Reader's Digest 

Country Life 

Tatler 

Sphere 

Sketch 

Time 

Spectator ... 

Life International — 


' 


Read Regularly 
Tr cent 

Punch : = 37 
The Economist _. 
Illustrated London 
The Reader's Digest 
Country Life 
Picture Post 
Tatler 
Sphere 
Time 
Life International 
Sketch 
Spectator 


News 


Royal Patron 

His Royal Highness the 
Duke of Gloucester has 
graciously consented to be- 
come Patron of the Inter- 
national Advertising Con- 
ference. 

His Royal Highness will 
perform the official opening 
ceremony of the Conference 


308 business men gave the top 
listings as tabulated above. 

Results of the full survey 
showed Time is received Fr 
bought by 27 per cent top busi- 
nessmen, and is read regularly 
by 17 per cent, more than any 
other export publication except 
the mass-circulation Reader's 
Digest. 

Among business executives in 
the largest firms (with over 500 
employees) Time topped all other 
export publications, being regu- 
larly read by 23 per cent. 

Among top Government execu- 
tives Time is read regularly by 11 
per cent, second only to Reader's 
Digest. 


N. M. Miskin, one of the assistant 

organisers of the Conference, on 

the directors’ staff, with masses of 

overseas delegates’ registration 
| _ forms, now flooding in. 


at the Central Hall on July 9. 


BOOKING THEM IN 


FOR THE ADVERTISING CONFERENCE 


STOP PRESS! 


1?" x 1?" 
£2 


TITLE CORNERS 


Commencing May lst 


Aprtly to C. L. POUNDS, London Advertisement Manager 


LEICESTER EVENING MAIL 


CARMELITE HOUSE, LONDON, 


E.C.4. 
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ADVERTISER'S WEEKLY 


Spotlight On Costs 


Cause 


NEW SPURT 
IN PRICES 


Second Quarter 
Supplies Shock 


Announcement is expected very 
shortly of further increases in 
paper prices, writes our paper 
trade correspondent. ‘ 

Cost of raw materials, particu- 
larly wood pulp, continue to soar, 
and all the North European pulp- 
producing countries have _ad- 
vanced their prices to British 
paper mills for second quarter 
supplies. 

Sivedish prices, which in the 
first quarter of this year were 
kept at an artificially low rate 
because of the export levy 
imposed by the Swedish Govern- 
ment, show a big rise. Thus 
unbleached sulphite pulp has 
gone up from £54-£55 to £100- 
£102, while the bleached quality 
has been advanced from £63 to 
£110-£112. 

In the case of Finland, un- 
bleached sulphite is reported to 
be £120 per ton for the second 
quarter, 1951, compared with £73 
in the first quarter, while 
bleached pulps show a corres- 
ponding rise from £80-£90 to 
£130-£135. Norwegian pulp 
prices have also been advanced. 

These increases, which 
reflect the world wide demand 
for pulp, will quickly affect Bri- 
tish paper prices. In addition, 
china clay, an important raw 
material used as loading in a wide 
range of papers, has recently 
been advanced by Ss. per ton. 

These higher prices suggest 
that the next round of paper 
price increases will be substantial. 
In the case of the non-controlled 
grades of paper, which include 
virtually every type of paper used 
for printing purposes, with the 
exception of newsprint and 
mechanical printings, account 
can be taken of the replacement 
value of raw material. It is a 
sore point with mills making 
newsprint and mechanical print- 
ings that the prices fixed by the 
Board of Trade do not take 
account of such replacement 
costs and in consequence prices 
for these grades are artificially 
low, if not actually uneconomic. 

The British Paper and Board 
Makers’ Association is urging 
that if it becomes necessary ‘o 
reimpose contro] on other grades, 
the Board of Trade should take 
account of replacement costs in 
their price-fixing arrangements. 
If the paper industry is to con- 
tinue to operate at economic 
levels, it is difficult to see how 
this claim can be resisted. 

Demand for all types of paper 
continues at a high level and 
delivery dates extend over many 
months, even over a year for 
some qualities. 


PRESENT NEWSPRINT SUPPLIES MAY 
DWINDLE: MORE MILLS NEEDED 


Shortage of raw materials, worsened by new Government 
mands owing to the international situation; shortage of 
buildings, of plant, of fuel; the intransigeance of Scandinavian 
pulp mill owners; the “gargantuan” U.S. consumption of news- 


print—these are among the 
factors to which the present 
disastrous newsprint position 
is ascribed by the chairman of 
two great paper-making con- 
cerns, Bowater’s and Asso- 
ciated Paper Mills. 

Prices of paper “will undoubt- 
edly have to be raised towards 
meeting the ever-increasing cost 
of raw materials,” Sir Eric 
Vansittart Bowater said at his 
organisation’s annual meeting. 
If the growth of consumption of 
newsprint continued only at its 
present rate, a situation might 
well develop where even the 
present meagre supplies available 
to those publishers outside the 
dollar area would be still 
further curtailed. 

At the Associated Paper Mills 
annual meeting the chairman, Mr. 
L. W. Farrow, said that his firm 
had had to institute a form of 
unofficial rationing with a view 
to disposing of the paper avail- 
able as fairly as it could. The 
shortage was now being accentu- 
ated by reason of Government 
demands fer supplies arising out 
of the international situation. 


Irish Ad. Rates: 
No ‘Thaw’ Yet 


Although Irish newspapers have 
submitted a case to the Irish 
Government for removal of the 
Price Control Order, which pre- 
vents any increase in advertising 
rates, no action has yet been 
taken. This was stated officially 
in Dublin last week. 

The mewspapers’ case is a 
cogent one, made stronger by the 


+ recent wage increases of 12s. 6d. 


per week to all operative staffs, 
and it is considered in Dublin 
that the Prices Advisory Board 
will recommend the Government 
to permit some increase in the 
near future. 


DISPARITY DANGER 

“Dollars or no dollars, diffi- 
culties will continue unless some 
way can be found of lessening 
the disparity between consump- 
tion of newsprint in the New 
World and in the rest of the 
globe."—Mr. H. J. Bradley, 
president, National Union of 
Journalists, 


Paper Chase—I2 


Go To The Country! 


Printers are prominent in 
the hunt for waste paper. 

In its public relations 
“News-letter,” the 
Federation of Master Printers 
state: 

“Whipping up is needed 
mostly in the rural areas. A 
local government expert 
stated recently that large 
quantities of waste were being 


areas because there was no 
system of collection. But 
there are other ways of tack- 
ling the problem. Provided 
people know that the waste 
they carefully preserve will 
eventually find its way to the 
mills and not perish by the 
wayside, they are sufficiently 
patriotic to return their 
savings to some central local 


burned daily in the country point.” 
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British periodicals and trade journals were prominently featured on 
the Indkobs-Centralen stand at the International Fair in Copenhagen, 


Marcu 29, 1951 


: More Inereases Soon 


Effect 


Rates, Prices Up 
At Home, Abroad 


There is no let-up in the spate 
of price and advertisement-rate 
increases which newspapers, both 
at home and abroad, are being 
forced to announce. 

The Scotsman and the Glasgow 
Herald are two more papers to 
bring their prices in line with 
rising costs; they both go up from 
2d. to 3d. on Monday. 

Among magazines whose prices 
will rise are Cycling, from 4d. to 
6d. (24s. to 32s. 6d. per annum), 
to-day (Thursday); and Hair and 
Beauty, from ls. 6d. to 2s. 6d. 
(20s. to 30s.) at the end of this 
month. 

At the other end of the world, 
all daily newspapers in Sydney 
raised their prices by Id. to 4d. 
on Tuesday. Sunday papers, how- 
ever, have so far remained un- 
changed, at 6d. per copy. 

Advertisement rate increases 
are announced by a number of 
publishers. Prominent among 
them are Temple Press, among 
whose magazines which will be 
affected are the weeklies Motor, 
from £62 to £74 per page, and 
Aeroplane, from £45 to £57 10s.; 
and the monthly Motor Boat, 
from £35 to £40. For Temple 
Press monthly publications, the 
new rates will come into effect 
on renewal; for the weeklies on 
September 1 (immediately for 
new advertisers). 

Other rate increases include: 
Financial Times, s.c.i. from £4 
to £4 10s., and page from £704 
to £792; Daily Telegraph, classi- 


fied “personal trade” section 
from £1 5s. to £1 10s. per line; 
North Wales Weekly News 


series, from 6s. 6d. to 8s. 6d. per 
s.c.i.; Newmarket Journal, trade 
display rate, from 4s. to 5s. s.c.i. 
On June | the Baptist Times page 
rate rises from £21 to £23. 

London Counties Newspapers 
are revising the rates of a num- 
ber of their journals. As from 
April 1 Hornsey Journal will ve 
9s. s.c.i. (as against 7s. 6d); 
North London Press, 7s. 6d. 
(6s. 6d.); Hampstead News, 5s. 
(4s. 6d.); North London group 
of four papers, £1 2s. 6d. (£1). 
South Western Star, 8s. 6d. 
(7s. 6d.); West London Press, 5s. 
(4s.); Westminster and Pimlico 
News, 5s. (4s.); South West 
London group of four papers, 
£1 Is. (17s. 6d.). London group 
of eight papers, £2 (£1 17s. 6d.). 
Fui, group of ten papers, £2 5s. 
(£2 3s. 6d.). 

At the same time. rates are 
going up in South Africa. Argus 
South African Newspapers an- 
nounce that from April 1 the 
Bulawayo Weekly Chronicle s.c.i. 
rate will be 10s. 6d.; Bulawavo 


Daily Chronicle and Sunday 
News (Bulawayo), 7s.; Sunday 
Mail, 10s. 6d.; and Rhodesia 
Herald, 7s, 6d. 
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Government 


Delegates 
To Have A 


Grand Time 


The following social events 
are announced for the Inter- 
national Advertising Confer- 
ence: 

Saturday (July 7): Opening r2- 
ception for all delegates, at the 
Dorchester Hotel, 8 p.m. to mid- 
night. 

Sunday: Special service, at 
Church House, Westminster, 
11.30 a.m., with the Fleet Street 
Choir in attendance. In the after- 
noon a garden party is being 
arranged. 

Monday: An official reception 
by the Government, from 6-8 
p.m., will be followed by special 
entertainment. 

Tuesday: Advertising Associa- 
tion banquet, at Grosvenor 
House, 7.15 p.m. to 2 a.m. 

Wednesday: London County 
Council reception, early evening. 
British advertising and Publicity 
Clubs’ ball at Hurlingham Coun- 
try Club 9.15 p.m. to 2 a.m. 

Thursday: Special function—— 
details to be announced later. 

The luncheon to be organised 
on Thursday July 12 by the In- 
corporated Society of British 
Advertisers will be followed by a 
business session at which the 
subject will be “The problems 
and responsibilities of the adver- 
tiser.” 

Members have been told: “On 
this occasion LS.B.A. hopes to 
provide something in the nature 
of an international platform and 
speakers fully qualified to repre- 
sent advertisers in their respective 
countries are being invited to 
address the meeting.” 


Latest Batch Of 
Foreign Delegates 


Among Conference delegates 
who have registered are: 

Ataullah Moshiri, director of 
the Vitab Advertising Agency 
which handles ail commercial 
advertising over Radio-Teheran 
on concession from the Iranian 
Ministry of Labour and Propa- 


ganda. 
Edmund J. Frazer, sales and 
executive vice-president of 


National Transitads Incs. 

C. K. Woodbridge, president of 
the Dictaphone Corporation of 
New York. 

Max Dalang, president of the 
Max Dalang Company, service 
advertising agency of Zurich. 

Dorothy M. Lumbers, a staff 
member of the Association of 
Canadian Advertisers Inc. y 

Giovanni Bagni, managing 
director of the Gillette Safety 
Razor Company of Italy. 

M. H. Broom, director and 
joint general manager of D. J. 
Kevmer & Co., Ltd., of Calcutta. 

Gerald Stevens, director of 
Lintas Pty. Ltd. of Sydney. 
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These two “hoop” panels inform mothers who leave their children 
in Nestlé’s fascinating Playland at the Ideal Home exhibition who 
are the manufacturers of the equipment on which their offspring 


have been disporting themselves. 


There will be a Playland, and a 


similar public relations display, in the Festival pleasure gardens in 
Battersea Park. 


Quality Gives Full Impact 
Value To Screen Ads. 


“The sound film can be the 
most patent and memorable 
method on earth of impacting 
the human mind,” said Mr. K. 
Lockhart-Smith addressing Lon- 
don students of the Incorporated 
Sales Managers’ Association. 

Production must be first class 
in every way as the strength of 
impact depended on quality. 

Presentation was very impor- 
tant, much more tHan projection 
—as it set the mood and attitude 
of the audience. 

Theatrical advertising films, he 
said, included animated slides 
and filmlets, which cost approxi- 
mately 2s. 6d. per 1,000 viewers, 
and were of 12 seconds duration. 
Magazine type films, in sound 
and colour, could be shown in 
1,250 independent cinemas for 
a rental of £7, for a six day 
booking. 

Non-theatrical films included 
direct selling aids to potential 
customers; training in sales, and 
engineering techniques; Average 
costs for two minute films were: 
black and white, £1,500; Techni- 
color, £2,.500-£3,000; Technicolor 
cartoon, £2,000-£2,500. 

Exhibition costs were approxi- 
mately 20s. per 1,000 viewers. 


Death of Sidney Lewer 

Sidney H. Lewer, for many 
years associated with Poultry 
Farmer, has died, aged 89. When 
he was art editor of Cassells in 
the 1890's, Sidney Lewer met 
Mrs. Comyns, widow of Arthur 
Comyns, just after the starting of 
the Feathered World. The two 
married and the prosperity of the 
paper, which later changed its 
namé to Poultry Farmer, began. 


LIGHTS BAN OFF 
ON APRIL 15 


The Minister of Fuel and 
Power stated in reply to a ques- 
tion in the Commons: 

“Although the supplies of coal 
have greatly improved, it is still 
necessary to make every practic- 
able economy jn its use, in order 
that we may start the building of 
stocks during the summer months 
from as high a level as possible. 

“For that reason, I propose 
that the Order which prohibits the 
lighting of shops (shop windows) 
and advertisements shall continue 
in force until April 15, when 
summer time comes in.” 


ADVERTISER'S WEEKLY 


Hypnosis Ads. 


Are Stopped 
By Code 


No advertisement should 
contain any offer to diagnose 
or treat complaints or con- 
ditions by hypnosis. 

An additional clause to this 
effect has been added to the 
British Code of Standards in 
relation to the advertising of 
medicines and treatments. 


Carbuncles have been added 
to the list of examples of diseases, 
illness or conditions for which 
medicines may not be advertised. 


These decisions were taken at 
the last meeting of the Code of 
Standards Committee which 
comprises representatives of the 
Newspaper Proprietors’ Asso- 
ciation, Newspaper Society, Peri- 
odical Proprietors’ Association, 
Proprietary Association of Great 
Britain, Advertising Association, 
Incorporated Society of British 
Advertisers, and the Institute of 
Incorporated Practitioners in 
Advertising. 


The joint advertisement com- 
mittee of the N.P.A. and the 
Newspaper Society, when issuing 
this notification, has re- 
minded all advertising agents 
that it is a condition of their 
recognition by the joint com- 
mittee that they will conform to 
and support the provisions of the 
Code of Standards. These 
provisions extend not only to the 
advertising of their clients’ 
products but also to the labelling, 
packaging and literature. 


Attention js also called to the 
fact that it is a condition of 
recognition that agencies advise 
the joint committee immediately 
of any alteration in any of the 
particulars furnished in the form 
of application for recognition 
originally submitted. 

Breaches of either of these 
terms may jeopardise the reten- 
tion of an agency's name on the 
list of recognised agents. 


Block Commission Talks Continue 


Reference to “a number of un- 
justified statements with regard 
to advertising” in the Beveridge 
report on the B.B.C. was made by 
Mr. Hugh T. Appleton, president, 
at the annual meeting of the 
Institute of Incorporated Prac- 
titioners in Advertising. 

He said the Institute had drawn 
up, and would shortly be issuing 
to members, a short criticism of 
this report. Some members in- 
terested in radio advertising had 
visited the Pye factory at Cam- 
bridge where they had been 
shown the potentialities of very 
high frequency broadcasting for 
local advertising purposes and 
also ways in which advertising 
could be used in television pro- 
grammes. 

Discussing trade relations, Mr. 
Appleton said important negotia- 


tions had taken place and were 
continuing with the Federation of 
Master Process Engravers and the 
Electrotyping and Stereotyping 
Employers’ Federation. Some 
newspapers and magazines, ap- 
preciating practitioners’ needs for 
a higher rate of commission in 
order to maintain the standard of 
their service to advertisers, had 
increased their commission during 
the past year, but not as many as 
had been hoped. 

In the course of a comprehen- 
sive review of the year’s activities, 
Mr. Appleton, who was speaking 
for the last time as president at 
an annual meeting of fellows anJ 
associates, said an important 
development in the Institute’s 
activities had been the formation 
of an Outdoor Advertising Com- 
mittee, 


gy 


| pO po a 
Pe ae 
slietees omen os nae 6 lito 
, ~~ foe . . 
| a) a ee 2 oe = 
| \ a aad ‘€ <> Se is 
; ; v 2 x 7 i b= SZ » i 3 ; ; 
a, Pes OS PLAYLAN ee a. 
| ea) ge 4 
| eg | Galen = 
7 q . 1B 
why || we “7 
; y Sy at . = at 
: | ay) “yy as ves 5 J ie 
' eR ANAL * 
: I ro 
_ | . 
a | 
‘ ¢ 
: S 
a a 
e oe 


ADVERTISER'S WEEKLY 


Winning window in the department stores group. 


‘Sewing Week’ Sent Sales Soaring 


The National Needle Arts 
Bureau distributed 1,062 adver- 
tising matrices and more than 
100,000 pieces of window display 
material in connection with this 
year’s Sewing Week. 

Press advertising by the drapery 
trade totalled 9,295 column 
inches, an increase of eight per 
cent on last year and, in spite of 
newsprint shortage, the week had 
2,353 column inches of editorial 
support. 

Speaking at a luncheon at the 
Savoy Hotel, Mr. Francis Neath, 
director, said the Bureau was 
establishing a regular feature in 
the life of the community. 

The high standard of window 
displays was referred to by L. J. 
Pryer, immediate past chairman, 
British Display Association. 

He suggested that the weck 
should not be “static” in order 
that Easter could he avoided 
another year. 

He praised the advertising cam- 
paign, by Colman, Prentis & 
Varley Ltd., particularly the art 
work by Francis Marshall. Un- 
fortunately few competitors took 
advantage of this motif in their 
displays. 

“I keep telling display men 
that if they will only open their 
daily newspapers they will not 
only cash in on what advertising 
is doing for them but they will 
have a basis sto help stimulate 
sales,” he declared. 


John Ramage (director of the 
Drapers Chamber of Trade), who 
helped judge entries from the 
small draper, commented: “I 
hope that in succeeding years we 
will look for a slogan that doesn’t 
harp on economy but will have 
some such message as “Sew for 
Fun”—something that will em- 
phasise that sewing and domestic 
arts are part of the gracious ar! 
of living.” 

The report of the Bureau 
showed that 88 per cent of stores 
and shops reporting results were 
able to state that Sewing Week 
brought more customers into one 
or more of their fabrics, patterns 
and haberdashery sections, and 
86 per cent that Sewing Week 
increased sales in one or more of 
these sections. 

Commenting on this year’s 
national Press campaign the 
report points out that it was pos- 
sible for the smallest drapery 
shop to tie itself in with a vast 
readership simply by displaying 
a free poster. 

First prize winners were Owen 
Owen (Coventry) Ltd., picture 
abdve (Department Stores 
Group), Densons of Chester 
(General Draners Group), and 
Molly Blue of Paisley (Small 
Drapers Group). 

Last stitch: In connection with 
the contest, and Sewing Week, 55 
composite advertising pages were 
published. 


How Industry Is Helped By The 
British Standards Movement 


This year the British Standards 
movement attains its golden 
jubilee, and ag a part of the 
celebrations an exhibition sup- 
ported by practically the whole 
range of British industry will be 
héld at the Science Museum, 
South Kensington, during the 
fortnight beginning June 18. 

As Britain was the first country 
to put industrial standardisation 
on an organised basis national!y 
through the British Standards 
Institution. it is fitting that the 
first exhibition devoted to this 
subject should be in London— 


during Festival year. 

The benefits derived from 
standards, standardisation and 
simplification will be graphically 
presented, and each industry will 
show how standards have simpli- 
fied production, reduced costs 
and maintained quality, and how 
in turn they have benefitted the 
users of that industry's products. 

The exhibition will also show 
how research at one end of the 
production chain and quality 


contro] at the other are linked 


with and helped by standardi- 
sation. 


rd 


j ‘Club News 


Newcastle 


PLANS FOR THE 
‘FOCUS’ 

In connection with the “Focus 
on Advertising” exhibition which 
the Publicity Club of Newcastle- 
upon-Tyne and District is organ- 
ising during the week June 4-9, 
liaison officers have now been 
appointed to look after the 
various stands. 

Apart from the central stand, 
which will tell the story of au 
National Savings Campaign, 
there will be 17 stands which will 
illustrate various aspects of ad- 
Vvertising. 

Liaison officers and the stands 
they are looking after are: 
Historical, J. Craven; Art section, 
A. McLeod; Printing ink, print, 
type. H. D. Davy; Photography, 
D. Woodroff; Market research, 
W. Pickering; Paper, C. F. 
Maidwell; Agency, J. Philipson; 
Process engraving, A. Cormie; 
Press and periodicals, C. Eller- 
ington; Direct mail, E. Ross; 
Film and screen publicity, R. 
Penney; Outdoor advertising, J. 
Craven; Packaging, J. 5 
Display, A. McLain and W. Cass; 
Overseas and export, D. B. New- 
comb; Organisations, Edith E. 
Gott; Books, Janet Foster. 
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East Anglia 


‘Local Rag’ 


Mr. Hervey Benham, of Ben- 
hams of Colchester, gave a talk 
on “Your Local Rag” to the East 
Anglian Publicity Club. 

He also conducted members 
over one of his printing works, 
where the machines were running 
the Braintree and Witham Times. 


Marcu 29, 1951 
Berks and Bucks 


THE FUTURE OF 
PLASTICS 


Mr. Graham Martin Turner, 
director of Thos. De La Rue & 
Co., Ltd., was the speaker at the 
Berks and Bucks Publicity Club 
March luncheon in Slough. It 
was his opinion that plastics had 
been the most “over-publicised” 
industry of recent years, resulting 
in a lot of shoddy production, 
especially in the moulding 
branch. The extrusion process 
was making an important contri- 
bution to high-class packaging, 
but it was in the latest departure 
—-laminated materials such as 
“Formica”’—that the greatest 
advertising possibilities lay. Dis- 
play pieces, trays, table-tops, etc. 
made out of this type of material 
were as durable as metal, easily 
washable, and the designs were 
absolutely permanent. 

Following luncheon, _ several 
members visited the Horlicks 
Estate at the invitation of Mr. 


H. F. Chilton, the club’s chair- 
man. 
London 
. 
Caricature 

According to Mr. J. B. 
Melhuish—better known as 
“Mel” the caricaturist—an Italian 


artist, Annibale Carracci, invented 
the art of “drawing big heads on 
little bodies,” and so gave his 
name to the art of caricature. 
Addressing the Publicity Club 
of London “Mel” dealt informa- 
tively and wittily with other 
pioneers of the historic art of 
caricature. Of modern artists in 
this genre, he described David 
Low, Tom Webster and Wait 
Disney as among the greatest. 
Mr. Melhuish’s talk was fol- 
lowed by a technical demonstra- 
tion and some caricatures of 
members of his audience. 


THEIR FAME GOES 


“MAKE IT KNOWN” 


This emblem, appropriately in 

Lincoln green, adorns the letter 

heading of the Publicity Club of 
Nottingham. 


“Is a Public Relations Policy 
Essential in Local Government?” 
was discussed by Mr. J. L. G. 
Howkins, of the Oxford Educa- 
tion Committee, at the Advertis- 
ing Club of Oxford meeting 
yesterday (Wednesday). 


ROUND THE WORLD 


That Nottingham is becoming 
known the world over, was the 
claim made by Cr. E. M. 
Durham, president, proposing a 
toast to the city at the annual 
dinner and ball of the Publicity 
Club of Nottingham, held at the 
George Hotel. 

“We have a University, an arts 
and crafts college, and a technical 
college that are the envy of the 
country, which is even more im- 
portant than industry,” he said. 

In reply, the Lord Mayor (Cr. 
H. Emmony) enlarged on the 
city’s historical associations, 
especially with regard to street 
names. mentioning that Parlia- 
ment Street was so called because 
Parliament met in Nottingham 
before London. 

A past president of the Publi- 
city Club of London, Mr.- F. 
Keller, proposed the toast to the 
club, and in response Mr. G. H. 
Parker, chairman, remarked that 
Nottingham was not publicised 
enough. Toastmaster was Mr. 
C. J. Pearce. and among the guests 
was Mr. H. Cave, chairman of 
the Publicity Club of Leicester. 
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Leaper Moves To |; 


ig 
Solus Association 


W. J. Leaper, assistant general 
secretary of the Advertising 
Association, has been appointed 
general secretary of Solus Out- 
door Advertising Association Ltd. 
Mr. Leaper has been with the 
Advertising Association, 
different capacities. for four 
years. Before the war he held 
a number of positions on London 
and provincial newspapers and 
for three years was news editor 
of ADVERTISER'S WEEKLY. From 
1939 to 1945 he served with the 
Royal Air Force and on demo- 
bilisation rejoined the ADVER- 
TISER’S WEEKLY aS associate 
editor. He resigned to study for 
the Bar and was ultimately called 
by the Inner Temple. Mr. 
Leaper has made a special study 
of legal problems associated witn 
all branches of advertising and 
publishing. He is author -f 
“The Law of Advertising.” 

* * * 

Alan Campbell - Johnson, 
managing director of Campbell- 
Johnson Ltd. (formerly Johnson, 
Crosse Ltd) public relations con- 
sultants, announces that Lady 
Tweedsmuir has accepted an in- 
vitation to join the Board of the 
Company with effect from April 
2. Lady Tweedsmuir, who has 
been Member of Parliament for 
South Aberdeen since 1946, is a 
former Governor of the British 
Film Institute, and was British 
Delegate to the Assembly of the 
Second Council of Europe n 
Strasbourg last year. Mr. 
Campbell-Johnson will be giving 
a reception for Lady Tweedsmuir. 

~ ~~ * 


A Productivity Team to deal 
with packet food products under 
the leadership of Frederick 
Monkhouse, chairman and 
managing director of Monkhouse 
& Glasscock Ltd., is visiting a 
number of the principal factories 
in America which produce packet 
food products. The team will 
spend about five weeks investi- 
gating American methods of 
manufacture, costing, distribution 
and advertising. 

*~ +. * 

A few of the many friends he 
has made during 54 years in ad- 
vertising will attend a private 
luncheon to-morrow (Friday) to 
mark the retirement of Alec G. 
Spence from the chairmanship of 
Technical and General Advertis- 
ing Agency Ltd. 

” * ~* 

Duncan R. Miller is joining 
D. C. Cuthbertson & Co.. Ltd., as 
a senior executive. He was 
previously advertising manager 
of their clients, Fleming. Reid 
& Co. Ltd., who have released 
him for this appointment. 


G. F. Church, a_ director of 
D. J. Keymer & Co., Ltd., is 
retiring at the end of this month 
for health reasons. He entered 
the firm in 1902, and soon joined 
the Press department (from 
which the advertising department 
has evolved) under the late Lionel 
Falk. Among the accounts he 
has been handling on the admin- 
istrative side are: (overseas) 
White Horse Whisky, Crosse & 
Blackwell, Angostura Bitters; 
(home) Minty chairs and book- 
cases; (home and _ overseas) 
British Cellophane. He was made 
a director in 1935. 

(See Mainly Personal, page 564) 
* * * 


Frank Padbury, managing- 
director of Padbury Advertising, 
is in a Dublin nursing home 
recovering from an_ operation. 
He hopes to be back in his office 
shortly. 

* * * 

The President of the Board of 
Trade has appointed Sir Colin S. 
Anderson a member of the 
Council of Industrial Design. Sir 
Colin is chairman of the Royal 
College of Art, President of the 
Design and Industries Association 
and a member of the Arts panel 
of the Arts Council. Reappointed 
to the Council are Mrs. Helen C. 
Bentwich, Professor Robin Dar- 
win, Cyril Dee, Sir Kenneth Lee, 
R. A. Maclean and Mis; Audrey 
Withers. Mr. Maclean is also 
re-appointed chairman of the 
Scottish Committee of the 
Council. 

7 * * 

The Institution of British 
Launderers has set up its own 
public relations department at 
16/17, Lancaster Gate, W.2. The 
department consists of Miss 
Phoebe Sanderson, recently Press 
officer with information services 
branch, British Military Govern- 
ment, Berlin, and Miss Kay 
Brownbill, who was _ reporter, 
commentator and public relations 
officer for the Macquarie Broad- 
casting Network of Australia at 
its key station in Sydney. H. 
Hales Dutton of the publicity 
devartment will also assist in the 
public relations field. 

* * 

H. U. Berent has been ap- 
pointed officer of the Market 
Research department at Greenly’s 
Ltd. Hons. graduate of the Lon- 
don School of Economics, Berent 
also holds profess‘onal statistical 
qualifications. Off-duty he is 
currently engaged on a statistical 
interpretation of psychological 
research. 


* * * 

Noel Hartnell, Wilson-Hartnell 
Advertising Service and ed'tor of 
the Iri-h Tatler and Sketch. has 
been re-elected chairman of the 
Irish Association of Advertising 
Agencies. 


Lady Tweedsmuir 


Frank Hoppe, 
director of the cam- 
paigns division of the 
Central Office of In- 
formation has been 
elected to honorary 
associate membership 
of the Institute of 
Incorporated _Practi- 
tenses fe Advertising. 


Miss Olive M. Hirst, 
joint managing direc- 
tor of Sells Ltd., has 
been elected to mem- 
bership of the 
Women’s Advertising 
Club of London. She joined Sells 
Ltd. in 1913, and as personal 
assistant to the late chairman and 
managing director, H. G. Wood. 
She inaugurated the film and screen 
advertising department of Sells 
Ltd. In January 1950 she was 
the first woman to be appointed 
to the Board, and in September 
was elected joint managing 
director with A. S. J. Painter. 

* * * 

Roy Ellery has been appointed 
general manager of Walter Hill's 
Poster Advertising Co., Ltd. He 
has left Southampton after 21 
years’ service with Southampton 
Poster Services Ltd., during the 
last three and a half years of 
which he was general manager of 
that company. 

* * * 

At the request of Ivor Cooper, 
Lever Bros. & Unilever Ltd., who 
is chairman of the Commission 
on Advertising of the Inter- 
national Chamber of Commerce, 
the executive committee of the 
Incorporated Society of British 
Advertisers have authorised the 
Director of the Society, Alan 
Whitworth, himself «2 member of 
the Commission on Advertising, 
to attend the 13th Congress of 
the LC.C., at Lisbon from June 
11—16. Besides officially repre- 
senting 1.8.B.A. at the Congress, 
Mr Whitworth will act as 
rapporteur at the advertising 
group meetings. He will fly to 
Lisbon on June 8 and will be 
away about ten days. 

* * * 

Eighty-four year old John F. 
Brown, managing director of the 
Galloway Gazette Ltd., Newton 
Stewart, still active in business. 
has resigned the chairmanship of 
the Machars of Wigtownshire 
National Savings Committee and 
the presidency of Newton Stewart 
Tennis Club. two appointments 
he has held for twenty-five years. 


F. Monkhouse 


F. Hoppe 


Olive M. Hurst 


H. Berent 


The following officers have 
been elected for Cumann na niris, 
Association of Irish Periodicals, 
Trade Journals and Religious 
Publications, chairman: T. D. 
Spillane (/rish Hardware & 
Allied Trader), vice-chairman: 
Basil Clancy (Hibernia); joint 
hon. secs.: M. O’Ciosoig (An 
Comhar) and T. Mer¥, (Irish 
Licensing World); hon. treasurer: 
E. L. Fogarty (/rish Catholic). 
Committee: M. L. Clarke (Sociul 
& Personal); M. Coffey (Harpers); 
T. Collins (Dublin Opinion); P. 
Cullen; Fr. Sebastian Lee (A ssisi); 
P. L. McEvoy (McEvoy Publish- 
ing Co., Ltd); W. McF 
(The or eats 


Major w. MJ. Carruthers, a 
former member of the Publicity 
Club of Leeds, who was for- 
merly associated with the York- 
shire Post and the Yorkshire 
Evening Post. also with Heslocks 
Ltd., advertising agents, Leeds, 
is reported to have escaned un- 
hurt when guerrillas ambushed 
hira near Kuala Lumour. He ‘s 
serving with the West Yorks 
Regiment. 

. * * 

C. H, Foster, who for the past 
five years has been engaged 
exclusively in technical Press 
advertising for the General 
Electric Co., Ltd., has joined the 
newly-formed agency, Marshall 
Green Ltd., to handle their tech- 
nica] accounts. 

* * 

G. W. Hemming, London 
advertisement representative «f 
the Derby Evening Teleeraph, 
has taken un residence in Shron- 
shire on retiring from Northcliffe 
Newspaners. Before joining the 
Northcliffe group. Hemming was 
employed by Associated News- 
parers for ahout 18 vears— 
making a total of 40 years with 
the two companies. 
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March 29, 1951 


Call For A Code 


\ Li. who have the broad interests of advertising at heart will 


welcome suggestions for closer liaison between the several 
organisations primarily interested in display. 

Within recent years this branch of the industry has made rapid 
headway. It has now won a secure position in advertising and 
must consolidate this advantage. There is little complacency 
among the producers concerned. They know that their present 
position was not lightly achieved. There was prejudice in high 
places. Some stalwarts showed a greater regard for hoary tradition 
than interest in new enterprise. At last, however, display has 
“made the grade”’. 

Now comes the call for a united front among the various 
organisations concerned in this aspect of advertising. Older 
bodies, from their own experience, give the idea a kindly blessing. 
Time has taught them the advantages to be gained by concerted 
action. 

Within the vast and undefined field of display work, there is 
much scope for co-operation. Interests mingle—and probably 
there is considerable overlapping. Naturally the existing organisa- 
tions must be fostered, but by working jointly on certain issues 
greater efficiency can be ensured. Such diversity as now exists is 
token of the vigour inherent in what, for want of a better term, 
may be gescribed as the physical side of advertising. This diversity 
is not likely to be damped down, even if concéssions are called for, 
from some quarters, as the price of unity. | 

Problems beset all whose work is in display, or is contiguous to 
it. Scarcity of materials, and labour difficulties affect producers 
generally. United action, and demands presented with obvious 
authority, are more likely to make some impression than squeaks 
from isolated corners. The outlook is not encouraging. Without 
a robust policy display may soon find itself in the doldrums. 

Other reasons for closer liaison are equally emphatic. Within 
any expanding range of activity there is bound to be divergence of 
principles and practice. Agreement on such matters may not be 
easy to reach. So long as it is not attained there is no real safeguard 
against the crafty speculator and others of his ilk whose operations 
may sully the good name which display has gained. 

The suggestion for a code of standards for display and exhibition 
work is certain, therefore, to appeal strongly to all who favour 
orderly, progressive development. If such agreement were 
hammered out it would win, for display, the unstinted approval 
of the advertising industry as a whole. 

All this is fine in theory, the critics may be saying, but of course 
it will take years of patience and diplomacy . . . Nonsense! Given 
goodwill—and it was never more clearly abundant—substantial 
progress can be achieved within a relatively short time. Here is 
a splendid opportunity to impress overseas delegates to the Inter- 
national Advertising Conference with the fact that British adver- 
tising is in progressive mood. Action, please. 
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To-morrow’s Topics 


The Budget and 
advertising 


——— 
UDGET forecasters are 
revising their earlier esti- 

mates of the ways in which 

advertising might be affected. 

Some months ago there was 
talk of a tax on advertising. Now 
the only suggestion is that the 
Chancellor might introduce some 
limitation of the amount of pub- 
licity spending a firm may count 
as tax-free business expenses. 

It is most unlikely that there 
will be any such restriction, for it 
would interfere with the export 
drive on which the life of the 
Government—indeed, the nation 
—has depended. 

The impression is that “pupil” 
Gaitskell follows “the master” 
Cripps in financial thought and 
deed. Unless he changes course 
to a considerable degree, adver- 
tising will have no spending curb 
placed on it on April 10. 


om eet 


Some Socialists have pressed 
persistently for the limitation of 
commercial advertising—although 
they have never suggested any 
restriction on their own Govern- 
ment or Party publicity. But they 
will get nowhere. The Co- 
operative Party Easter Confer- 
ence gave a pointer to the future 
a_ resolution calling on news- 
papers to print fewer advertise- 
ments was defeated. 


Church publishing 
proposals 


HE governing body of the 

Church in Wales will con- 
sider at Llandrindod Wells to- 
morrow a recommendation from 
its publishing commission that it 
should publish one weekly news- 
paper in Welsh (taking over the 
current Y Llan), one weekly 
newspaper in English (as soon 4s 
possible), two provincial month- 
lies (one in Welsh and one in 
English), a Welsh quarterly and 
an English one, an annual in 
both languages (for matters 
literary, historical, philosophical. 
and theological), and books, 
pamphlets, and other literature. 
in Welsh and English, concerned 
with the life and work of the 
Church. 

It is proposed that the Church 
in Wales Publishing Company, 
Limited, should be formed either 
by taking over the Llan and 


Welsh Church Press Company, 
Limited, or by starting a new 
company with authorised capital 
of not less than £20,000 in £1 
shares, the representative body 
subscribing 52 per cent and the 
remainder to be found among 
members of the Church in Wales. 
From the date of taking over 
shares in the new company the 
representative body would dis- 
continue its subsidy to the Llan 
and Welsh Church Press Com- 
pany, Limited. 


Pace for the production of 
brighter company reports was set 
by E.Md. Industries at their 
annual meeting. Departing from 
the usual stereotype form of 
report, an attractive two-colour 
booklet incorporates details of 
E.M.1. companies at home and 
abroad, and gives personal 
cameos of overseas executive 
officers of the group. Latest pro- 
ducts are illustrated at the end of 
the booklet. Following such 
examples, some firms are now 
planning illustrated reports in 
full colour for future annual 
meetings. 

_— A el —_— 


Rate protests 


—confidential 


S.B.A.’s Standing Committee 

e on Advertising Rates is in- 
vestigating “a number of cases 
where members regard recent in- 
creases in advertising rates as 
excessive” and reports on their 
findings are expected to be issued 
soon. 

Who will see those reports? 
Apparently not any publishers. 

Latest I.S.B.A. news, sheet 
states: 

“Many letters have reached us 
from members expressing com- 
plete agreement with the views 
of the LS.B.A. Standing Commit- 
tee on Advertising Rates, whose 
first report was circulated con- 
fidentially throughout the mem- 
bership on March 14.” 

Publishers will ask: Why are 
these reports confidential? Why 
should not LS.B.A. lay their cards 
on the table? 


ome 


There will be big new develop- 
ments in the soap advertising 
“war in the early summer. At 
least two new toilet soaps will 
appear on the market—launched 
by concerns which normally use 
full-scale publicity schemes. 
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The A.P. sphere of influence is the home, for A.P. 


periodicals are bought for home or family reading. 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LIMITED, LONDON, €E.C.4. 


They circulate in every corner of this important field, 
_ enabling every type of merchandise to be displayed 
within the family circle. The A.P. group of publications 
form in themselves a complete campaign for 


advertisers wishing te cover the home market. 


MONTHLY WOMAN'S JOURNAL 
WOMAN AND BEAUTY - WIFE ANO HOME 
WOMAN AND HOME - HOME FASHIONS 
Weldons LADIES’ JOURNAL - MY HOME 
BESTWAY FASHIONS + GOOD TASTE 
MOTHER AND HOME + WORLD. DIGEST 
Wetdons HOME DRESSMAKING 


Weldons PRACTICAL NEEDLEWORK 


ARGOSY + QUIVER 


WEEKLY WOMAN’S WEEKLY 
WOMAN'S ILLUSTRATED - HOME CHAT 
WOMAN’S WORLD + HOME COMPANION 
WOMAN'S PICTORIAL - PICTURE SHOW 


 'WOMAN’S COMPANION - ANSWERS 
-SUNDAY COMPANION + MIRACLE 


CHILDREN’S NEWSPAPER - ORACLE 
POPULAR GARDENING 


ALSO NEEDLEWORK ILLUSTRATED” 


Wetdens CATALOGUE OF FASHIONS . 
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NE of the weaknesses of 
our present way of life is 
the tendency for minorities 
with loud voices to assume 
command—and exert influence 
far beyond that warranted by 
their size or their theories. It 
seems pertinent to ask whether 
the educationists in the ranks 
of advertising do not form one 
of these exuberant minorities. 
This is an age of academic 
education. The war years 
fostered the growth of a desire 
for book-learning which was re- 
flected in the educational and 
vocational training schemes in the 
Forces. This developed into the 
almost uncontrolled invasion of 
the universities by ex-Service 
men and women, many of whom 
were obviously totally unfitted 
for higher education; it flowers 
in the amazing popularity of 


myriads of correspondence 
colleges. 

Who in advertising wants 
education? (Who needs it is 


another question of equal impor- 
tance.) The Advertising Associa- 
tion and LI.P.A. obviously. The 
correspondence schools, prob- 
ably, though with their amazing 
ingenuity in choosing subjects the 
loss of one is hardly likely to be 
mourned with any sincerity. 
Employers? In the past ten 
to 15 years the classified adver- 
tisements in the trade Press have 
carried fewer than a _ dozen 
requests for employees’ with 
recognised qualifications. Possibly 
employers assume that all ap- 


plicants will be D.A.A. of 
A.LP.A. . 
© * + 


UNDAMENTALLY there is 
no reason why dinlomas 
should not be essential qualifica- 
tions. There are basic stores of 
knowledge without which one ‘s 
not a qualified advertising man or 
woman—and such knowledge can 
be taught and assessed by means 
of written examinations. There 
are other things which are neither 
teachable nor assessable in this 
manner—but this is true of any 
profession: a first class honours 
degree does not make a good 
teacher. 
One assumes then that the 
reason for the unimportance of 
academic qualifications in adver- 
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Sia-point Plan For Education 


tising lies in the qualifications 
themselves. To anyone acquainted 
with education and advertising— 
and with education in advertising 
—the faults are clear enough. 

It is not necessarily a bad thing 
to have rival examining bodies; 
all professions have them. The 
difference lies in their widely 
divergent standards both of know- 
ledge required and the methods 
of applying that knowledge. The 
L.1.P.A. is undoubtedly right in 
insisting on practical experience 
as an essential qualification. The 
Advertising Association, also 
rightly, feels that there are many 
outside the agencies who have. 
and use, a deep knowledge of ad- 
vertising in all its forms. This, 
indeed, seems to be the major 
point of conflict between the two 
bodies, and it is one which is 
becoming more and more in need 
of urgent settlement. 


* 8 * 


HESE! days, when so many 

combines handle their own 
advertising, using an agency 
merely to book space, one 
can find a colossal breadth of 
of advertising knowledge outside 
the precincts of the advertising 
agency. 

Copywriters, layout men and 
typographers of equal and even 
superior skill to their agency 
counterparts working in these ad- 
vertising departments are doom-d 
to remain unlettered and “un- 
academic” to the end of their 
days—in spite of great material 
successes. Why? Has the time 
not come when this “closed shop” 
technique must be modified to let 
in the queue of talent waiting 
outside? 

There is no point in having a 
closed shop until one has a shop 
to close. The term agency is so 
loosely applied that it can carry 
no weight as an educative body. 
It is senseless to say that two 
years in an agency means that the 
student has a basic practical 
knowledge greater than that of 
the man that has been two years 
in an advertising department. 

What of the hundreds of “one- 
man” agencies, where all the 
essential technical work is done 
outside? How do they compare 
with an advertising department 
which handles its own layout, 
copy, typography, spacing buying, 
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In a provocative article, a correspondent with many years’ 
experience in the hard school of advertising practice, analyses 
the scope for education in the industry and makes proposals to 
give advertising the professional status “which it sadly lacks.” 


offset litho printing, silk screen- 
ing and so on? 

The educationists in advertis- 
ing are falling into the trap which 
has made so many trades unions 
obstructionists—that of seeking 
privilege without setting a stan- 
dard—a standard, that is, which 
really means something to the 
prospective employer. 

There are other, perhaps 
minor, points of issue which 
should be mentioned. How many 
top-grade advertising men hold 
these academic qualifications? 
And, even more to the point, how 
many earned them academically? 
To hand out academic degrees 
without examination is foolish. 
The analogy of the honorary 
degree is not a true one. An 
honorary LL.B. does not entitle 
its holder to practise law. 

What form should the examina- 
tions take? Are they to be a 
test of prodigious memory, facts 
more easily supplied by refer- 
ence books, of technical know- 
ledge, or of creative ability? At 
present they attempt all three, and 
even experienced advertising men 
are often puzzled as to what the 
answers to some of the questions 
might be. 

In setting a standard of attain- 
ment and assessment one must 
not forget the question of teach- 
ing. Until advertising becomes a 
university faculty the necessary 
academic education must come 
from the evening schools and 
correspondence colleges. The 
latter, despite their advertised 
successes, are of doubtful value 
unless the student is engaged in a 
business where he can get the 
essential practical knowledge. 
They require, too, a high degree 
of self-discipline from the student. 
They are almost all badly dated 
with their information. A glance 
through their instruction books 
will confirm this, and the markers’ 
comments On examination papers 
will often corraborate it. 


* * * 


— leaves the evening 
schools, and their teachers. 
In one or two cases, inspired 
by altruistic motives, they are 
knowledgeable people with an 
urge to pass on their knowledge. 
Too often, as the ordinary teacher 
to-day is finding out, the suc- 
cessful people make their money 


in business. Only the “failures” 
teach. And when such teaching 
means an extension of one’s day's 
work for an infinitesimal reward, 
this is not surprising. The even- 
ing institutes throughout the 
country agree on the difficulties 
of securing staff (not, mark you, 
the right staff—just staff). 


* * * 


HAT then, can advertising 

do about education? Having 
decided that it needs it—and it 
cannot hope to secure profes- 
sional status without it—there 
are several urgent needs. The fol- 
lowing suggestions are not in- 
tended to be exhaustive: 

1. A panel of creative ad- 
vertising men to review the 
need for education in advertis- 
ing, what form it should take, 
and whether the A.A. and the 
1.1.P.A. can fulfil that need in 
part or in full. 

2. If both these organisations 
are to be retained as examining 
bodies (and there is no reason 
why they should not) some 
form of combined examination 
or exemption list is needed. 

3. A widening of the quali- 
fications for examinees—and 
an insistence on practical ex- 
perience. 

4. At least one subject to be 
taken as a specialised subject 
—copy, layout, media, type, 
etc. 

5. Publication of more de- 
tailed results. It would be an 
advantage, too, in subjects 
where there are no rules for 
success (e.g. copy) if specimen 
answers were published with 
the results. 

6. Active supervision of cor- 
respondence courses—or at 
least recommendations of the 
worthwhile ones (why does the 
A.A. not run one of its own?), 
Progress along these lines 

would give advertising an acad- 
emic and professional standard 
which, at the moment, it sadly 
lacks. 

Neither the A.A. nor the 
L.LP.A., even after extensive ad- 
justment, will ever be able to 
guarantee to turn out a success- 
ful advertising man, any more 
than the art school can guaran- 
tee to produce great artists. But 
both systems of awarding quali- 
fications can, and should, pro- 
duce sound craftsmen. 
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HE other day a friend was 

trying to describe to me 

the method by which her 
chud was being taught to read. 

It was a little difficult to follow 
the details, but one thing was 
crystal clear. The child has begun 
not with letters but with com- 
plete words. She doesn’t know 
her alphabet, and she doesn't 
know the names of any of the 
letters, yet she can quickly read 
any number of simple sentences 
like The dog ate the big rat and 
The cat spat at the blue pig. 

Her vocabulary is growing very 
quickly, and her teachers have 
evidently gone about the business 
systematically, for they have 
begun very early to teach her all 
the pronouns and the preposi- 
tions in most frequent use. 

This is very interesting to me 
because I have long believed that 
layout men and typographers 
have never learned to read com- 
plete words or phrases at a 
glance. Instead I think they spell 
them out to themselves letter by 
letter. Watch their lips when they 
read a piece of copy—-if they do 
deign to read it rather than 
merely count the letters—and you 
can see it happening. Look at 
their spelling, and you will be 
sure. 

But the final—the conclusive— 
evidence is their passion for 
sanserif types, rough scripts, and 
ragged margins. People who read 
fast and frequently are concerned 
only with complete words. They 
» recognise them, not feature by 
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feature like a policeman trying to 
identify a suspect by his descrip- 
tion, but in one glance, as a 
whole, as you recognise a familiar 
friend. 

They have acquired the knack 
by long practice jn reading books, 
newspapers and magazines. It 
comes as second nature to them, 
and the material with which they 
have practised has been plain 


Review of 
Advertising 
by 
COPYTASTER 


roman type, lower case, with 
serifs, set in rectangular form 
with straight margins. (A few, 
admittedly, have read poetry with 
its less regular margins, and more 
have read typewriting, which ‘s 
uneven at the conclusions of the 
lines.) | 

Since the object of a layout is 
to persuade the largest possible 
number of readers to pause in 


ch 


mid-stride and read an advertise- 
ment, one would think that the 
obvious course would be to make 
the copy-—and particularly the 
headline—as easy as possible to 
read quickly. But tell that to the 
typographers! 

Teil that to the people who, at 
the present time, are tumbling 
over one another to find con- 
densed, compressed,  sanserif 
capitals and then—the depth of 
folly—use them with more than 
their own width of white space 
between each pair of letters! Tell 
it, too, to the lettering artists who 
vie with one another in the search 
for a more rough-and-ready 
script, and consider themselves 
insulted when one pcints out that 
the stuff jiggles up and down like 
a choppy crossing of the Channel 
instead of being in alignment. 

You may think that this is 
sheer prejudice, but as long ago 
as the early twenties somebody 
with a scientific turn of mind 
invented a method of showing 
people for a fraction of a second 
a card with a few words printed 
on it and measuring what 
proportion of them could read 
the words when they were in 
capita] letters, in lower-case 
sanserif letters, and in ordinary 
lower-case Roman. The results 
were conclusive, and the only 
wonder is that anybody found it 
necessary to provide proof of 
such a self-evident proposition. 
(Somebody is now going to ask 
who made the tests, and when, 
and where; so I may as well 
confess at once that I have 
completely forgotten. It may 
conceivably have been Sheldon’s, 
the poster firm in Leeds or the 
results may possibly have been 
published in a White Paper 
concerning the typography of His 
Majesty's Stationery Office—a 
fascinating set of recommenda- 
tions made, I think, by Joseph 
Thorp or by a committee of 
which he was a member. Any- 
how I have forgotten the circum- 

stances, but the conclusions will 
live in my mind and memory 
forever.) 

My advice to all copywriters 
and particularly to all advertisers, 
is quite simple. If you think the 
words in your advertisements are 
important, and if they are the 
best words you can assemble for 
their purpose, fight like a maniac 
against anyone and everyone, 
however “expert” and however 
heavily disguised by corduroy 
trousers and a beard. who wants 
to put any of them in capitals or 
sans type or script or set them 
up to look like an ode to a 
Grecian urn. 


* * * 


WHEN AN advertisement has 
been written and the roughest of 
rough layouts has been prevared, 
it is not a bad notion to step into 
the shoes of a disinterested news- 
paper reader and ask oneself 
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Curiosity will make people look 

at this advertisement, and its 

charm will make them remember 
it. 


He pays out 
over 


poopie ame saying Le fee caterprne carry 68 the gued wont 


Free-Enterprise meuvense brings 
service and security to your home 


hand by te intusare! So OS 


A better example of the 

style” advertisement except that 

the illustrations are lacking in 

action and singularly un- 
glamorous. 


editorial 


what there is about the advertise- 
ment that would make one stop, 
look, and listen. Does the head- 
line strike a responsive chord? 
Does it answer, or promise to 
answer, a problem that has been 
in the back of your mind? is 
the picture particularly startling, 
provocative, interesting or charm- 
ing? Do the picture and head- 


(Continued on page 542) 
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DON’T LIMIT YOUR ADVERTISING! 


i 


-.» ing up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. PHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. PHONE: EDINBURGH 31021 /2 


* * FREE to advertisers and advertising agents: LONDON’S TRAVELLING PUBLIC. This publication, the first 
of a series of surveys, analyses an important market — the people who travel in the Greater London aréa. 
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British Industries 
Fair 1951 


A full preview report of those products 


to te exhibited at the British Industries 


Fair which are of interest to the 


£2,000,000,000 local 


government 


market, will be published in the issue 


of April 27th (press date April 11th). 


A review report will be published in the 


issue of May 18th (press date May 2nd). 


Advertisements 


in these issues are 


assured of the full attention of 60,000 


readers, including the chief officers in 


every department of the 2,032 local 


authorities 


in Great Britain. Make 


certain that these officers know that 


the requisite products and services can 


be seen at your Stand... . inform 


them through the most economic and 


influential medium in the field . 


amicipat sounnat and 


PUBLIC WORKS ENGINEER 


3/4 Clement's Inn, Strand, London, W.C.2. 


Review Of Advertising—continued 
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line combine to make people 
wonder “what happened next?” 
Try it for a week or two, not 
only with your own advertise- 
ments but with those you see ia 
your daily newspaper or your 
technical magazine. You will 
be surprised how difficult it is, at 
times, to think of any reason why 
people should read some of the 
advertionmonts one sees. 
- 


WitH SHELL'S advertisement, 
page 540, the answer is easy. 
Curiosity will make people look 
at the advertisement, and its 
charm will make them remember 
it. Perhaps a dozen _ people 
mentioned it to me within 48 
hours of its first appearance, and 
all of them with glowing praise. 

In the midst of the dampest 
and most miserable rainy spell 
in living memory it was a delight- 
ful reminder and _ reassurance 
that, sooner or later, the spring 
and even the summer will arrive. 
The arrival at the ark of Noah’s 
dove could hardly have been 
more welcome. 

In the circumstances it would 
be churlish even to raise an eye- 
brow at the fact that the adver- 
tisement’s foot is not a joy 
forever. A certain innkeeper 
used to add a few shillings to the 
bills of customers whose faces he 
didn’t like and call it “face 
money.” I trust that Shell have 
charged Tecalemit a fair sum for 
lodging their uncomely name- 
block. 

* * 

AMONG the many people who 
produce comic-strip or “conti- 
nuity” advertisements, how many 
realise that it is not only the 
form and technique of the adver- 
tisements that make them so 
carefully read by so many people 
but their resemblance to an 
editorial feature? 

As long ago as the 1890s a few 
bright advertisers had their copy 
—and particularly their headlines 

Set up in the same typographi- 
cal style as the editorial matter 
of newspapers, partly to deceive, 
no doubt, but also because they 
realised that readers paid good 
money for the privilege of seeing 
the text set in that way. They 
reckoned that a little more of 
what the readers fancied would 
be sure to do them good. 

Apart from the strips, one of 
the most obvious of al] editorial 
features to copy is the page or 
part of a page composed of a 
number of rectangular news- 
photographs and captions, and 
a good many advertisers have 
from time to time made sporadic 
attempts to adopt and adapt this 
to their own ends. Usually they 
have spoiled the effort by using 
photographs that, for one reason 
or another, wouldn't deceive a 
purblind baby into thinking they 
were anything but advertisement 
illustrations, but there has been 
an improvement recently. 

2 * * 


KELLOGG’S advertisement will 
surely attract a great many 
readers—not necessarily readers 


who will wade through the whole 
of the rather dreary and repeti- 


Wives whese busbends have (o go pleces! 


- 


~ SATISFYING BREAKFAST” 
“ Ketlogg 5 help te keep him going,’ says Bre. Tony Simmons 


Semone 
oa te of a wry we Coven Caren be mutt ave on 
0 Flakes woth has first meal, Danae they help Vo Boe 


This advertisement 

readers who will look at one or 

two of the pictures even though 

they will not wade through the 
rather dreary copy. 


will attract 


tive copy—but readers who will 
at least look at one or two of 
the pictures and read _ their 
captions. 

* * * 


THe Free-ENTERPRISE Insur- 
ance advertisement is a better 
example of this type of “editorial 
style” advertisement except that 
the illustrations are rather lack- 
ing in action and are singularly 
unglamorous. It is by no means 
impossible to show a_ needy 
widow whose hair and clothes 
are just idealised enough to make 
women readers want to identify 
themselves with her. No woman, 
however drab she may actually 
be, will easily imagine herself in 
these shoes. 

It is difficult to criticise the 
copy with any feeling of cer- 
tainty, since there may be 
unguessable obstacles in the 
copywriter’s path. If it were 
possible, however, it would be far 
better to be more downright and 
explicit about the purpose of the 
advertisement and what the 
advertisers want their readers to 
do about it. 

At the moment the advertising 
seems to sit on the fence, with 
one foot kicking out rather feebly 
at nationalisation while the other 
is being stuck in the doorway to 
help the insurance salesman get 
a good hearing. As Mr. Churchill 
once said of the name Bossom: 
“It's a littke awkward. Neither 
one thing nor the other.” 
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This is a reproduction of a cable 
recently received from the Inter- 
national Tractor and Equipment 
Company of Manila in the 
Philippines. 


If you have goods to sell abroad you can reach a widely distributed world 


market by advertising in the Overseas Daily Mirror and Sunday Pictorial. 


Each edition comprises seven consecutive newspapers. Six Daily Mirrors and 


one Sunday Pictorial. These are bound in a paper cover. It is on one of the 


For full details apply to:— four pages of this cover that your advertisement will appear. 
G. K. Le Fevre (Advertisement Manager), ; ; : : 
The Overseas Daily Mirror and Sunday The Overseas Daily Mirror and Sunday Pictorial has a weekly sale of over 


Pictorial, Geraldine House, Fetter Lane, . ’ . ; 
London, E.C 4. 76,000. A }-page advertisement costs £7 10s. Od., with reductions for series. 


OVERSEAS DAILY MIRROR AND SUNDAY PICTORIAL 
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How To Package 


For 


The 


Self-service Store 


T is frequently suggested that 

the growth of self-service in 
this country is likely to bring 
about a revolution in the pack- 
aging industry. ‘‘Revolution’’- 
a word suggestive of violent 
change—is strong indeed for use 
in this context. Certainly no one 
will deny that self-service is 
bound to present exciting new 
problems to those whose job it 1s 
to design and manufacture con 
tainers. But its impact generally 
on packaging is much more likely 
to be seen in the form of gradual 
adaptation of existing practice 
rather than in far reaching 
change. 

With more and more stores in 
this country being converted to 
self-service, the indications are 
that retailers are themselves fast 
becoming converted to the belief 
that self-service has much to 
commend it. Already there is a 
widespread awareness of the im- 
plications of this new retailing 
technique and a genuine desire 
to prepare for the new conditions 
it will impose. This is particu- 
larly so in the field of packaging; 
for it is a fundamental pre-requi- 
site to self-service that merchan- 
dise must reach the consumer in 
packaged form. 


These Packs 
Must Sell 


To what extent is self-service 
likely to affect packaging? In 
the first place, a good deal more 
responsibility will rest upon the 
package itself: for with the dis- 
appearance of counter assistants 


eeeeee 


to suggest and recommend, the 
package will become a portable 
salesman. It must be prepared 
to stand alongside its closest 
rivals on equal terms and to 
make itself heard at their ex- 
pense. Furthermore, it must be 
able to arouse in the passing 
shopper the irresistible impulse 
to buy it. 

Moreover, self-service will fos- 
ter a closer relationship between 
packaging and advertising; for as 
the package assumes greater res- 
ponsibility its job will become 
increasingly more difficult and it 
will require the support of large 
scale advertising. Its appearance 
must be made so familiar that its 
presence on the shelf will “clinch 
the deal” rather than “open up 
negotiations” with the shopper. 
This, of course, is no new devel- 
opment, for, already to-day in 
certain highly competitive lines, 
the pack is a prominent feature 
in Press, outdoor and other ad- 
vertising. 

How is the style of packaging 
likely to undergo change? The 
first thing to consider js the ques- 
tion of surface design. It is not 
easy nor even wise to dogmatise 
on what is after all largely a 
matter of taste and preference. 
Yet from experience so far gained 
it is possible to- list a few fea- 
tures generally accepted as being 
necessary for incorporation with 
a suitable self-service container 
design. None of these is new 
but the use of each may now 
require second thoughts. 

brand name is_ essential. 
For, all other things being equal 
and in these days of increasing 


Author of this authoritative article on packag- 
ing and display for the self-service store is 
RONALD F. ROOKE, M.B.E., assistant adver- 
tising manager, The Metal Box Company Ltd., 
and vice-chairman of the Self-Service Develop- 
ment Association. He says that a fundamental 
pre-requisite to self-service is that merchan- 
dise must reach the consumer in packaged 
form. And the packs must be designed to 
sell; their presence on the shelf must “clinch 
the deal.”’ 


FROM CREATIVE IDEA... TO FINISHED PRODUCTION 


ee 


CUT-OUTS 
AND ORIGINAL 
SHOWCARDS | 


The 


competition all other things will 
tend to be equal—the customer 
will more often than not select 
an established brand. But the 
brand name needs to be clearly 
visible on the pack and simple to 
remember. The use of a distine- 
tive and well chosen type face 
will help to familiarise it to the 


public. Short names have the 
advantage that they can be 
printed large especially on a 


small surface. There should be 
no possibility of concealing the 
brand name and if necessary it 
should be included several times 
in the design. This applies par- 
ticularly on round containers 
which may be placed on a shelf 
in a number of varying positions. 
For this reason a repetitive de- 
sign as used on spirally wound 
packages js ideally suitable for 
self-service display 


Imagination 
In Design 


It goes, of course, without say- 
ing that the contents of the pack 
must be indicated on the con- 
tainer. There are many con- 
tainers in use to-day which do 
not readi'y reveal what they con: 
tain. Where an illustration is 
used much will depend upon the 
ingenuity and imagination of the 
designer, There is undoubtedly 
room for improvement in this 
field and one development may 
be for artists to specialise more 
and more on attractive represent- 
ation of the contents prepared 
for the table. The increasing use 
of colour photography is perhaps 
an indication that nothing 
attracts like authenticity. Cer- 
tainly colour photography has a 


$6 SE RLU epee 
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Metal Box Co. make these cartons with windows of Clarifoil 
(a product of British Celanese Ltd.). 
self-service 


The packs are ideal for use in 
stores. 


big future in packaging as self- 
service grows. 

Many package designs already 
embody a trade mark or include 
a quickly identifiable shape. 
Neither device is new but both 
are likely to be permanent fea- 
tures of many self-service packs. 
Indeed, time may prove that the 
old fashioned traditional type 
design, despite its shortcomings, 
becomes a “self-service winner” 
because of its long association in 
the mind of the public with a 
particular product. 

Another consideration for the 
designer is the inclusion of the 
price in his design. At present 
articles are usually priced by a 
ticket on the shelf, but the house- 
wife prefers individual marking 
for it enables her more easily to 
check her bill. Furthermore, it 
is a safeguard against goods 
being handled and_ replaced 
alongside the wrong price ticket. 
The likelihood of price fluctua- 
tion, however, is a deterrent to 
the printed price. A suitable 
compromise would be a white 
spot incorporated into the design 
on which the retailer could mark 
the appropriate amount. This 
practice is. in fact, already fol- 
lowed in the United States, Some 
measure of uniformity in price 
marking wil] certainly be required, 
for not only will it assist the 
convenience of the shopper, but 
it will prevent the retailer stick- 
ing a price label over some vital 
part of the design itself. Fur- 
thermore, it will help the check 
out assistant when totalling the 
bill. 

In the case of certain food- 
stuffs, the quantity as well as the 
price will have to be shown. This 

(Continued on page 546) 


ADVERTISING DISPLAY LIMITED 


88 CHARLOTTE STREET, LONDON, W.1! 
LANGHAM 5351/2 
COLOUR PRINTERS 
LONDON & EXETER 
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“BRATISH NAVAL AVIATION’ 


The F/RST issue devoted to this important subject 


Lavishly illustrated with additional colour and 
gravure, FLIGHT for April 20 will embrace 
the whole field of modern technical development 
in BririsH NAVAL AVIATION. The authoritative 
and enlarged editorial content will include a 
history of naval aircraft, a specially illustrated 
feature on aircraft carriers, and a review of 


A unique opportunity for 
everyone connected with 
naval aviation 


FLIGHT, DORSET HOUSE, STAMFORD STREET, 


current machines and their power plants, with 
messages from high-ranking naval officers. Here 
is a unique opportunity for manufacturers of 
naval aircraft, accessories, airscrews, under- 
carriages and other forms of equipment to 
publicize their products in an issue possessing 
extremely high reference value. 


LONDON, S.E.|. WATERLOO 3333 (60 LINES) 
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"GETTING DOWN TO" 
4 GRASS TACKS 


The biggest problem when entering any 
market is the choice of agents and 
distributors. This is particularly so in such 
a widespread country as Canada where 
coast-to-coast representation is difficult to 


obtain. Your problem can be solved with 
the help of the trade publications that 
know and serve your Canadian market 
intimately. 


If you wish to have “down-to-earth” 
facts about the potential Canadian market 
for your products, we will gladly send you 
information without obligation. *(Your 
request sent by airmail brings you a 
prompt reply in only a few days.) 

The Business Newspapers Association 
is composed of over 100 trade papers and 
other specialized periodicals serving all 
sections of Canadian trade and industry, 
manufacturing, finance and management. 


* You may see copies of Canadion business 

: papers at the offices of the Canadian Govern- 
1 ment Trade Commissioner in London, Liver- 
pool, Glasgow, Belfast. 
504 


BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA 
137 WELLINGTON ST. W., TORONTO, CANADA 
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How To Package For The Self-service Store—continued 


will present no new problem for 
it is already a commonplace on 
many packs. 

No doubt, self-service will en- 
courage manufacturers to show 
on their packs a list of comple- 
mentary products also of their 
own manufacture. In a well laid 
out store the shopkeeper will 
arrange his display in a logical 
sequence, so that one section 
leads on naturally to the next. 
However, the pack can do much 
to stimulate sales of related pro- 
ducts by giving an appropriate 
reminder. 


The Effect Of 

Strip Lighting 

In addition to the features for 
inclusion in the package design, 
there are other factors whicn will 
require the artist's consideration. 
Une is the effect of strip lighting 

a normal installauon in most 
self-service stores—on colour. 
Certain colours are bound to be 
distorted and, more important, 
colour contrasts are likely to be 
iost. Designers will have to test 
their work thoroughly under 
various lighting conditions. Just 
a word about colour. White is 
an effective colour to use, but 
should be avoided tor borders 
since it appears to reduce the 
overall size of the package. An- 
other point is that merchandise 
will invariably be displayed side 
by side with competitive brands. 
A package specially designed to 
be as unlike any of its rivals as 
possible must therefore be the 
aim of the designer. A package 
will no longer have a front and 
back. It may be looked at from 
any direction and will therefore 
have to be designed accordingly. 

But the effect of self-service on 
packaging is not likely to be con- 
tined only to surface design. The 
introduction and development of 
new types of container and pack- 
aging materials will doubtless 
receive some stimulus. As self- 
service grows it will tend to 
cover the sale of an increasingly 
wide range of merchandise, and 
so packaging will be extended to 
certain goods now sold from 
bulk. Unit packs for fresh fruit 
and vegetables, for example, are 
already feeling their way, but 
their more widespread application 
will largely depend upon the 
growth of self-service and the 
sale of greengroceries in self- 
service shops. 


Tendency To 
Standardisation 


There is not likely to be any 
move towards the introduction of 
differently shaped containers. The 


| tendency will be—as experience 


in the States has so far shown— 
for a standardised shape of pack 
to be used with a wide variation 
of surface designs. 

Just as the package becomes 
more important with self-service, 
so does its display. Yet with the 
disappearance of shop-window 
displays and counters, the oppor- 


tunities for display will be fewer. 
This will present new problems 
for the shopkeeper. His job as 
a display man will no longer be 
one of window and counter 
dressing, but instead he will need 
to have a more intimate know- 
ledge of the buying habits of his 
customers. He will know the 
position of his “hot spots”; he 
will study the effect of varying 
the position of his goods on 
sales; he will know’ which 
arrangement of his store is best 
for his turnover. In fact, his 


The brand name on these con- 
tainers can be seen from all 


directions. This makes them 
suitable for self-service. 


whole shop will be one vast dis- 
play. 

This is not to say that adver- 
tising media such as showcards, 
point of sale display pieces and 
window bills, etc., will no longer 
be required. The customer's 
memory will still require jogging. 
What better advertisement could 
there be for ice-cream than an 
inviting showeard on top of a 
cooling cabinet containing: fresh 
strawberries? This type of re- 
minder advertising will still be 
required in self-service stores. In 
some American supermarkets, 
elaborate colour picture projec- 
tors are used successfully for this 
purpose. Perhaps a suitable site 
for show tablets would be just 
inside the entrance as a last prod 
before shopping begins; and 
again just before the exit as a 
check up on items that have been 
forgotten. 

Advertising dispensing devices 
will also be used especially for 
small packs. Window bills too 
will continue in use and will help 
to invite shoppers into the store; 
for every shopper is a potential 
customer. 

As with packaging. so with dis- 
play, many current features will 
remain with self-service. Whilst 
it is necessary to try and antici- 
pate the effect of self-service on 
both packaging and display, it 
seems most likely that existing 
practice will be adapted rather 
than changed, and new develop- 
ments will be gradual rather than 
revolutionary. 
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... that the Pelpup Club is going to take part in the 
Festival of Britain? Mr. Bob Pelham, while serving as a captain in 


the army during the war, decided that he was going to start a puppet 


factory. He set up shop in Marlborough near Swindon. Soon 
orders and letters were pouring in from all over the world. 
‘ith every puppet despatched, there goes an invitation to 
join the Pelpup Club. The object of the club is to further 
the art of this ancient entertainment and to encourage 
play-writing by the children for the puppet theatre. Needless 
to say, the children are now outnumbered by ‘grown-up 
children’. This fascinating club has captured the 
imagination of the people in the Swindon area, and 

they watch the exciting developments of this unique 

industry in the local Westminster Press papers. 

Now, the WILTSHIRE HERALD & ADVERTISER, 

the WILTSHIRE GAZETTE, and the 

EVENING ADVERTISER have a ‘scoop’ on 

the Lilliputian stars for their readers: the 

Pelpup Club is to appear in the Mechanical and the 
Hobbies sections of the Festival of Britain Exhibition 

. . An interesting example of the way in which these 

papers keep in touch with the life of the Swindon 

area. They are display windows of Wiltshire’s 

activities, and when you advertise in them, your goods 

are placed where the people of the district cannot mis: 


them. To sell in Wiltshire you must advertise in the :— 


EVENING ADVERTISER  cswnoon 


NET SALE 29,112 A.B.C. 


THE WILTSHIRE HERALD & ADVERTISER 


NET SALE 16,292 A.B.C, 


THE WILTSHIRE GAZETTE 


NET SALE 15,109 A.B.C. 


ERNEST LUMSDON: London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265 


LEEDS OFFICE: MANCHESTER OFFICE : 
COVERS THE PROVINCES | RUSSELL CHAMBERS, MERRION STREET, LEEDS 2 TEL: LEEDS 24998 MIDLAND BANK HOUSE, 26 CROSS STREET, MANCHESTER 2 TEL: BLACKFRIARS 3930 
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HE first burst of enthusiasm 
and criticism is over and the 
media planner can now make a 
balanced assessment of the value 
of the British Transport Commis- 


sion’s recent survey London's 
Travelling Public. 
The most stringent and the 


most immediate test that can be 
applied to a piece of research is 
to ask, not “What information 
does it provide?” but rather, 
“Does it answer the right ques- 
tions?” ue 

In transportation advertising 
the right questions are clear, un- 
mistakable and of universal ap- 
plication. The media planner 
wants to know: “How many dif- 
ferent people are going to be able 
to see my advertising” and “How 
often will I have a chance of 
addressing them?” These ques- 
tions have been asked with in- 
creasing frequency in this country 
and, in the United States, some 
attempt has been made to answer 
them, We now have, for the first 
time, a British survey which can 
be compared with American 
ones. 

It is interesting to see how the 
two largest cities in the world 
posed their questions and pro- 
vided the answers. In the con- 
cluding months of 1948 the New 
York Subway Advertising Co. 
Inc. began a field survey, under 
the direction of Alfred Politz, 
covering the population of New 
York City and the surrounding 
suburbs which was intended to 
answer these questions: 

How many individual sub- 


548 


Two Approaches To The Travelling 
Public Survey—In Britain and U.S. 


By A Special 


way riders are there altogether? 
How much do people ride 
the subways? 

A month later the London 
Transport Executive “with the 
help of Research Services Ltd.” 
went into the field. Their brief 
was wider from the sociological 
point of view, but somewhat 
narrower commercially. The 
L.T.E. asked substantially: 

What is the extent to which 

Londoners make use of public 

transport, particularly for their 

journeys to and from work? 
Who are the travellers and 
how do they live? 


How Research 
Methods Compare 


The results of the New York 
Survey appeared in 1949 as The 
Politz Study of New York Sub- 
way Advertising Coverage. The 
British Survey saw the light as 
London Travel Survey, 1949 and 
London's Travelling Public. 
Bearing in mind the differing 
purposes of the two surveys as 
exemplified;in their titles, how do 
the two compare as media plan- 
ning aids? 

New York, like London, has 
been publishing details of the 
number of tickets sold or of “pas- 
senger journeys originating” on 


Correspondent 


public transport. The London 
Transport figures appear, along 
with a mass of valuable informa- 
tion, in Statistics for Advertisers. 
These figures alone did not fill 
the bill on either side of the 
Atlantic, but the problem was 
brought to a head in New York 
by a change in the subway fares 
system, which came about in mid 
1948. This change brought the 
New York system into line with 
British practice whereby the pas- 
senger is able to complete his tube 
journey on one ticket, regardless 
of the number of changes re- 
quired. The alteration meant, of 
course, that the number of tickets 
sold at once ceased to represent 
the number of “rides” or “journey 
stages” as they have been called 
by London Transport. Conse- 
quently the size of the audience 
for car rides could no longer be 
fairly judged by ticket sales. 
Politz found that “80 per cent 
of the population of the City’s 
five Boroughs are subway riders 
in an average month.” London 
Transport Executive found that 
“53 per cent of the population of 
London make regular journeys 
on the tubes and road transport 
vehicles.” Both surveys provide 
an answer to the media planner’s 
first question: “What audience 
can I expect for the car cards 
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placed, in the public transport 
vehicles?” Both surveys divide 
the total transport audience by 
sex, age and income grade, but 
London's Travelling Public brings 
us nearer in one respect to the 
media planner’s requirements by 
telling us the purpose of the 
journeys. 


New London 


Survey Planned? 

Because the Politz survey has 
primarily commercial purpose, it 
moves directly to a statement of 
the extent to which tube travellers 
are exposed to advertising. There 
is little difference between the 
length of time spent on the tubes 
and subways; in New York the 
average “ride” lasts 17-3 minutes 
and in London the average tube 
journey (which in this case, may 
include a change) is 18 minutes. 
We discover one more important 
thing about the New York travel- 
ler, which we must expect we 
shall also hear from London 
Transport before long. This :s 
the number of “rides” that the 
traveller takes on the average in a 
month. In Politz’s words, “He 
has 39 chances to see a given car 
card.” From this kind of data the 
media planner can begin to arrive 
at an estimate of the gross num- 
ber of “exposures” afforded by 
his car card advertising. 

If similar figures were pro- 
vided for each category of travel- 
ler, it would be possible to make 
a sufficiently accurate estimate of 
the impact of the campaign on 
any particular type of consumer. 


Nation-wide service for Exhibi- 
tion Stands: Silkscreen Print- 
pe Animation and Lighting : 

lultiple Displays: Scenic 
Designs. 


Are you doing your own 
silkscreen printing in 1951? 


...0r perhaps you're planning to cut your own photo 
stencils ? 


Frankly, we don’t believe a word of it — not even if we 
gave you the run of our extensive premises and all our 
expensive equipment to play with . . 
you, when we at Art Display Service can offer you such 
a complete service, coupled with high production speed 
and keen prices ? 
We have our own photo-stencil department. Our range 


is wide (we can tackle anything from a price tag to a 
48 sheet poster), and our work is top 


If it can be silkscreened, Art 
can do it. 


Art Display Service Ltd 


149, LUPUS STREET, LONDON, S.W.|I 
Telephone : VICTORIA 9791 


61, Chapel St., Ancoats 
MANCHESTER, 1 


95, Renfield Street, 
Stas 6 @ 


Ww 


. and why should 


ality. 
Dispiey Service 


21-23, Lower Loveday St. 
BIRMINGHAM, 19 
Broadway, 


NOTTINGHAM 
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*THE COMMERCIAL MOTOR’ 
APRIL 20 


British Commercial Vehicles for World Markets 
will be the theme of an enlarged issue of * The 
Commercial Motor" to be published on April 
20, which will bring to the attention of operators 
all over the world the high quality of British 
products, their individual character and proven 
merit. 


Special articles will describe the research and 
testing which precede the introduction of new 
models, the assembly of knocked-down body- 
work, and the organization of sales and service 
facilities overseas. Other special features will 
include a complete guide to the selection of 
vehicles for any task under any condition, 
specifications of all British commercial vehicles 
and a comprehensive buyer's guide to vehicles 
and bodywork. 


‘THE MOTOR’ 
MAY 9 
BRITISH MOTOR INDUSTRY NUMBER 
This greatly enlarged and extensively illus- 
trated issue will constitute a thorough 
survey of the British Motor Industry. 


Editorial contents will cover every phase of 
car production from the research and initial 
trial stages, through planning, production 
and modern assembly methods, to the 
testing of the finished product. Tabulated 
road-test figures, including a survey of current 
specifications, will also be given. 


Both these publications are closely studied by 
the transport-buying public overseas. Ensure 
representation in their advertising pages by 
reserving space right away. 


TEMPLE PRESS LIMITED 


BOWLING GREEN LANE, 


LONDON, 


E.C.1. TERMINUS 3636 


THE COMMERCIAL MOTOR CYCLING PLASTICS THE OVERSEAS ENGINEER 


THE MOTOR SHIP THE MOTOR BOAT AND YACHTING 


FARM MECHANIZATION THE OIL ENGINE AND GAS TURBINE 
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NEW COMMONWEALTH PUBLISHED MONTHLY AT 3 


THE LARGEST 


- 


Tews President of the Board of Trade, Mr. Marcid 
Wilson, has said “.., the f0@st Gevelopmens of erace 
within the Commonwealth must be the Corer stone 
of any economic recovery for this country.” mis is 2 
statement of the first importance to all manufacturers, 
importers and exporters. 
The recently published Wgures of trade for 1949 clearly show that the 
Commonwealth countries represent trading area in the world. 
The Commonwealth is an ever-expanding purchas r of 


products for which Great Britain is justly recognised. 


Consider for one moment what Commonwealth trade really means an 
visualise its possibilities. One-third of the world’s trade lies within this 
Commonwealth wherein there are a quarter of the world’s people occupying 
a quarter of the earth’s surface ! 


Economic and social development proceeds at a rapid pace ; the result can 
only be an ever-increasing demand for the products which Great Britain can 
supply in the form of capital or consumer goods. Buying British, whenever 
possible, has been almost second nature to many peoples of the Common- 
wealth. But, in the competitive world of today, it is more than ever necessary 
that you see to it they go on Buying British. 

‘*New Commonwealth” presents a detailed picture every month of this 
vast trading area and of all developments. Men of affairs who initiate or are 
responsible for the expenditure of large sums of money look to ‘*‘ New 
Commonwealth” for authoritative information and intelligent comment. 
These are the people to whom manufacturers should make themselves known 
through the advertisement pages of ‘‘ New Commonwealth ” and thus take 
a part in the consolidation of the greatest trade development of our time. 
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PRINCIPAL CONTENTS 


Pact PAG 
BERNARD DE PLAS Y. ALEXANDRE 
President, French Publicity Federation Managing Director, Agence Yves Alexandre 


TWO NATIONS, ONE FORCE TESTING YOUR PUBLICITY - 14 
MAXIME NEAMA A. MARCELLIN 


President, La Publicué Scientifique Research Department. Publicis 
Advertising Agency 


EXPORTERS DO'S AND DON'TS phapesanerccdliaaberremeionaga ” 
PAUL NICOLAS H. MASSON-FORESTIER 
Director-General, Compagnie Industrielle de Vice-President, Paris Press Syndicate 

Mecanique Horlogeére PARIS PRESS AS A MEDI M - 18 

HOW TO CHOOSE AN AGENT ROBERT LAJEUNESSE 
R. L. DUPUY President, French Technical Press Syndicate 
Managing Director, R. L. Dupuy ROLE OF TECHNICAL PRESS - 24 
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MODERN FRENCH LAYOUTS RENE DUBOIS 
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i PAUL BARATTE General Secretary, Provincial Dailies Syndicate 
oft Paul Baratte and Associates 1 HE PRC r INC 1 Al D All IES 6 
10 REPLIES TO EXPORTERS - 7 


a acai PIE °-GEORGES BASTIDE 
PAUL TUROT poaien, Gan tat Ia secant 
Director. French National Association 


+ Economuc Expansion HOW TO USE DIRECT MAIL 28 
FRANCE WANTS TO IMPORT - 8 LOUIS MERLIN 
Dr. FR ANCISIELVINGER President, National Radio Publicity Syndicate 
Managing Director. "Elvinger Advertising Agency SPONSORED RADIO AGAIN - 0 
HENRI HENAULT President, French Periodical Publications 


Managing Director, Synergie Advertising Agency Syndicate 


COLLECTIVE ADVERTISING - 10 FAMOUS FASHION PAPERS 32 
JACQUES G. HIRSCH JACQUES MEYNOT 
Managing Director, Dorland, Paris President, National Cinema lublicity Syndicate F 


ADVERTISING SINCE 1945 FILM PUBLICITY’S GROWTH 


Supplement to Advertiser’s Weekly 
THE ORGAN OF BRITISH ADVERTISING 
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KRUSCHEN SALTS DIGESTIF RENNIE ROWNTREE 


" — AST!LLES SATE" iam 
A partir de 40 ans, l'organisme ri RTE’ Des hi. court 


‘ Te moyen mstantane de 
est fatigué et endolori par les Mange ‘ “Digere- — “ = FE ESSE LA Tom 


poisons lents de larthritisme 


Fastilles Rennie 
Getting 
the Most 


Out of 


Every Expo rt Si vous vous sentez mal, . 
apes x chaque fois que vous avez bien mange, 


Ip ENLEV vo vez besoin de WEX | 
Co Lait de Beanté - POUR ENLEVER LES Ad = es us avez ! 
prepare ches sor POINTS NOIRS <%= “TTISIN DG 
SUPPRIME LES oe verus 5 went 
POINTS NOIRS | fac WEX our! 
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* { f : s 
= ind out about this research- Pi e 
| ®, ; . © 
77 . E ,minded advertising agency ...an ab) iv 


¥ | lLorganisation which is proud of its 
‘a4 


not-too-recent association with 


well experienced — international 
siecak stead SALTRATES 
advertisers....0f its record in 


\ 


pioneering American-tvpe adver- Quand tes L 
tising and agency service in 9 PIEDS FONT me 
Continental countries...and = of tout va mal ! 


the professional experience, judg- 
ment and integrity of its staff. 
Contact \laxime Neama, P eesident. 
wae Publicite Scientitique ” 


\dvertising .\venev, Paris. 


Paris ( Vif ¢e 


5 la Publicite Scientitique S.A.R.L. 
‘s 39, Rue du Colisee, Paris 8. 

ai Brussels Offrce 

4 


la Publicite Scientifique S..\.B. 


4, Rue de I'l cuver, Bruxelles. Se rnes Roaetl Crome soitvatrs Pous« , 
Geneva Office KARSWOOD 

la Publicite Scientitique S..\. 51 VOTRE GHIEK BONNE SANTE 
9, Rue Bovy L\ sberg, Geneve. SEGRATIE os poorer one f 
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LINHALATEUR KARSOTE DE POCHE 
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INTERNATIONAL ADVERTISING SERVICE 
OVER 50 OFFICES IN FRANCE ALONE 


London Office : 
HAVAS LTD 
154 Strand, W.C.2. Temple Bar 0593 


A marketing and advertising organisation covering every corner of the Globe. Information, advice and 
service given by experts on the spot. 
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France 


— 


A profitable market for British goods 


BERNARD 


Federation, 


TWO NATIONS 


President, French Publicity in 


A COUNTRY is represented abroad, on the diplomatic 
plane by men, on the economic plane by products. It is 
precisely the latter which symbolise by their originality the 
particular genius of each people ; by their quality, the con- 
scientiousness of its technicians and workers ; by their fair 
price, the degree of productivity of its industry and its 
agriculture. 

To be worth while and above all lasting, exports must be 
the necessary complement of foreign economies. Commercial 
relations require something other than a friendly atmosphere. 
They postulate, in the first place, a contribution of which 
the usefulness and timeliness show themselves to be 
indisputable. 

However cordial Franco-British relations may have 
become to-day, after centuries of misunderstanding, it is none 
the less true that exchanges between the two great powers of 
Western Europe will develop only in the measure in which the 
products offered correspond to a desire or a need. 

Britain has its whiskies and other drinks. We have our 
cognacs and wines. Britain has its coal, its raw materials and 


La France et Angleterre : 


d 


DE PLAS 


special Message to ‘* Advertiser's 


ONE FORCE 


Weekly ’’ 


4 
9 


its machinery; we have our vegetables and fruits. Britain has 
its woollen fabrics ; we have our silk fabrics and the un- 
equalled range of our fashion creations. And from the contact 
between the two countries where so many habits and concep- 
tions are identical will be born, in the purely industrial 
domain, a competition in inventions and manufactures that 
will prove the veritable motor of progress. 

' The Commonwealth and the French Union, themselves, 
alone represent a whole world. May it please Providence that 
between these two groups of nations shall be established by 
commerce of ideas and goods the ties which are unanimously 
hoped for by all who think that the combination Paris-London 
should be one of the essential forces for the maintenance of 
peace. 

In the effort undertaken by Britain and France to increase 
the volume of their exchanges, advertising will attempt, by 
calling into action its best technicians, to contribute a modest 
but indispensable share in the success of a rapprochement 
which it has already had the satisfaction of achieving on the 
professional plane. 


Deux nations, une force. 


In recognition of Anglo-French friendship, M. de Plas’ Message to ‘* Advertiser's Weekly”’ is 
also reproduced in the original 


Un pays est représenté a l'étranger, sur le plan diplomatique par des hommes, sur le plan économique par des 
produits. Ce sont précisémeni ceux-ci qui symbolisent par leur originalité le génie particulier de chaque peuple ; 
par leur qualité, la conscience de ses techniciens et de sa main-d’oeuvre ; par leur juste prix, le degré de productivité 


de son industrie et de son agriculture. 


Pour étre valables et surtout durables, les exportations doivent s imposer comme le complément nécéssaire des 


économies étrangeéres. 


Les relations commerciales demandent autre chose qu'un climat amical. 


Elles postulent 


a l’origine, un apport dont lutilité et 'opportunité savérent incontestables. 


Si cordiaux que soient aujourd hui devenus, apres des siécles de querelle, les rapports franco-britanniques, il n’en 
est pas moins vrai que les échanges ne se développeront harmonieusement enire les deux grandes puissances de 
l'Europe occidentale, que dans la mesure oti les produits offerts correspondront a un désir ou a un besoin. 

L’ Angleterre a ses whiskies et ses gins. Nous avons nos cognacs et nos vins. L’ Angleterre a son charbon, ses 
matiéres premiéres et ses machines ; nous avons nos légumes et nos fruits. L’ Angleterre a ses tissus de laine ; nous 
avons nos tissus de soie et la gamme inégalée de nos créations de mode. Et du contact entre deux pays ou tant 
Whabitudes et de concepts sont identiques, naitra, dans le domaine purement industriel, une compétition .des 
inventions et des fabrications qui sera le véritable moteur du progres. 

Le Commonwealth et ’ Union Francaise, a eux seuls, représentent un monde. Dieu veuille quentre ces deux 
groupes de nations se nouent par le commerce des idées et des choses ces liens que sont unanimes a@ souhaiter ceux 
qui pensent que le couple PARIS-LONDRES doit éire l'une des forces essentielles du maintien de la paix. 

Dans leffort entrepris par l’ Angleterre et la France en vue d’accroitre le volume de leurs échanges, la publicité 
essaiera, en langant dans la bataille ses meilleurs techniciens, de contribuer pour une part modeste mais indis- 
pensable au succés d’un rapprochement qu'elle a déja eu le bonheur de mener a bien sur le plan professionnel. 
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Do’s and Don’ts for exporters 


Prosperous France can be made a 


profitable market 


By MAXIME NEAMA,, President, La Publicité Scientifique Advertising Agency, Paris 


RANCE, with a popula- 
es of 40 million, is a 
prosperous—and profitable 
market for branded lines. 
There is no prejudice against 
goods made abroad or of 
foreign origin. 

As a mass market, the French 
are basically similar to the 
Anglo-Saxons in their reactions. 
This may be denied by those who 
/ argue in terms of doctrines and 
procedures, instead of plain facts 
and figures. In truth, however, 
the broad masses respond to the 
same advertising and merchan- 
dising ideas that have served to 
build up profitable sales in other 
countries, 

Within this broad strategy, of 
course, the tactics may have to 
be varied on such matters as 
price policy, packaging and sea- 
sonal trends. “Copy” must be 
correctly rendered into French 
idiom. Care should also be taken 
to see that trademarks have been 
registered or renewed. 

Here are some guides for new- 
comers to the French market 
and reminders to the proprietors 
of established lines. 


1. How To Operate 


All contracts with, and pay- 
ments to, non-residents are sub- 
ject to the control of the Office 


des Changes (Exchange Control) 
whose powers and functions cor- 
respond broadly to those of the 
Bank of England. It is desirable, 
therefore, to submit any pro- 
posed arrangement to a local 
lawyer (preferably English-speak- 
ing), to determine the best 
method of handling matters in 
the interest of the owners of the 
product. <A _ list of reputable 
lawyers is obtainable from the 
British Consul General or from 
the British Chamber of Com- 
merce in Paris. 

It is possible to withdraw 
royalties and profits from France, 
but each case is dealt with on 
its merits and much depends on 
the state of trade with the 
country to which they are pay- 
able. In this’ connection, atten- 
tion is drawn to the proposal to 
give relief in respect of double 
taxation which will presumably 
be signed and become effective 
this year. 


2. How To Sell 


Don't try to put everything 
you have on (the market at one 
time. Concehtrate, if possible, 
on one branded item and devote 
to it all your energy and avail- 
able resources to establish it first 
of all, rather than disseminating 
your efforts over several lines. 
Don't be discouraged! New ideas 


thsi! 
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[Photo: Commissariat général au Tourisme, Paris 
Businessmen may think of all France as a market. But to millions 
of holidaymakers France spells Paris. For Paris is universal. Here 
the white dome of Sacré-Coeur is seen from the Place du Tertre, in 
the heart of old Montmartre. 


hurt in France just as much as 
they do elsewhere and to some 
extent the average French dealer 
is conservative jn his outlook. 
No matter what success your 
line has earned elsewhere, you 
will be told that it will not go in 


France, that French folk are 
different from English or 
Americans, It will need force of 


character to persuade somebody 
just to give your idea a trial. In 
spite of the deservedly high 
standing in the world of the 
French perfume and cosmetic 
industry, many a French woman 
dreams of that American lipstick 
and nail polish at present beyond 
her reach. Wine is the French 
national beverage, but the con- 
sumption of fruit juice, mineral 
water, soft drinks is increasing. 
Who, a few years ago, would 
have prophesied milk-bars in the 
heart of Paris? 


3. Brands—And Prices 


Consumers will pay more for 
an advertised than a non-adver- 
tised brand or for an unbranded 
item sold in bulk or under private 
label. An internationally adver- 
tised brand, whether imported 
into France or manufactured 
locally under the original foreign 
name, is worth more money, in 
terms of consumer acceptance, 
than the corresponding local line. 
Call it snobbishness if you like. 
but many people will buy 
Havana cigars even if they are 
made in Guatemala with a Cuban 
label! 

A retail price slightly higher 
than local prices may theoreti- 
cally reduce the potential sales. 
by putting a burden on purchas- 
ing power. In practice, however. 
it has the advantage of leaving 
a greater margin for promotion, 
thus making the product more 
desirable and putting it in a class 
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of its own, less vulnerable to 
price competition. 


4. How To Get Distribution 


In spite of the present world 
tension, France still has a buyers’ 
market, where production exceeds 
consumption, so that it is very 
difficult to persuade dealers to 
stock new brands. It takes high- 
pressure salesmanship — deter- 
mined, aggressive and ingenious 
methods—to obtain satisfactory 
distribution prior to advertising. 

If you try to force sales by 
advertising, before you have dis- 
tribution, you waste from 50 per 
cent to 80 per cent of your 
money according to the percent- 
age of dealets who do not have 
the item on their shelves. The 
average retailer, and even some- 
times the wholesaler, because of 
the increased cost of his inven- 
tory, no longer has the same 
ratio of working capital to turn- 
over which he had before the 
war and is therefore unable and 
unwilling to incest in anything 
except current selling lines. If 
your item moves fast and repeats 
often, your chances of breaking 
through the brick wall of this 
buyers’ market are enhanced. 


5. Who Is Going To Sell? 


When choosing a distributor or 
selling agent, remember that 
large concerns may be somewhat 
slow off the mark because they 
have many items to push. On 
the other hand, they will have a 
good standing with the trade 
which will bring you valuable 
goodwill, especially desirable 
during the initial stage of first 
distribution. Sometimes, of 
course, a small distributor may 
have a lot of drive and achieve 
better results to begin with—but, 
in the long run, what will pay is 
the goodwill attached to large 
organisations because of their 
volume of sales. 

Advertising agencies operating 
in France are usually in a posi- 
tion to recommend suitable dis- 
tributors, 


6. How To Pay Distributors 


Wholesale and retail discounts 
are not very different from those 
in other countries. Packing and 
carriage are generally paid by 
the agent for your account. The 
agent for an imported brand, or 
one put up under license, usually 
expects to receive between 15 
per cent and 20 per cent of the 
wholesale price or of the net 
prices invoiced—although, since 
the war, some agents undertake 


to market a product indepen- 
dently and to pay a royalty to the 
proprietor. 


Numerous firms are prepared 
to manufacture according to 
private formulae, to pack the 
product ready for sale and to 
undertake shipping and invoic- 
ing, accounting for the proceeds 
at stated intervals. Their remun- 
eration generally consists of 
agreed percentages on cost of 
manufacture and sales. In some 
cases, it is possible to arrange 
for payment of advertising by the 
local representative, thus avoiding 
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@ France’s national income in 1949 (in terms of 
‘net production”) reached an all-time high 
of 351,000,000,000 pre-war francs as against 
328,000,000,000 francs for 1938. 


@ Production of consumer goods and services 
in 1950 is estimated at 360,000,000,000 pre-war 
francs, as against 346,000,000,000 francs in 1938. 


@ A notable development in recent years is the 
increase in the purchasing power of the rural 
population, which accounts for 47 per cent of 


the total population. 


Ht 


a capital advance by 
prietor of the line. 


the pro- 


7. Agency Commission 
Since the war, apart from a 
few outstanding exceptions, there 
are no agencies of the character 
or calibre of the “recognised” 
advertising agency in Britain and 
the U.S.A. Therefore, before 
employing a local agency, make 
sure that it is fully equipped. 
that it operates independently 
from any space-farming activities, 
that its research facilities are 


NAN 1 UVR LISTON EAGT TRA AA A 


scientifically organised and, in 
general, that all phases of crea- 
tive work are handled by experi- 
enced professionals on the per- 
manent staff. 


In theory, French agencies are 
entitled to retain full commis- 
sions allowed by newspapers, 
magazines and radio stations (15 
to 20 per cent). In practice, their 
remuneration varies—and not 
necessarily according to the 
range of services rendered. The 
general trend among the better 
agencies is, however, to adhere 


How to choose and use 


an agent in 


RITISH products have a 
Bisons good reputa- 

tion among the French 
public—so much so,-in fact, 
that we have seen many things 
on sale possessing an English 
atmosphere, or with English 
brand names, which have never 
seen Great Britain. 

I know a factory in France 
making razor blades which, just 
before shipment, are stamped 
with one of two trade-marks, one 
with an English sound—the other 
with a French. The “pseudo- 
British” brand, though priced 
higher, sold more readily than the 
French. Yet the quality was 
identical. 

It is a matter of French 
sympathy with Britain. Before 
the war, some of our journalists 
protested at intervals against 
what one called “anglo-Saxon 
snobbery” among high Parisian 
society and to take up arms 
against the invasion of anglicisms 
in the French language. 

During the occupation, this 
friendship grew. There was 
hardly a family which, through 
thick and thin, did not listen daily 
to the London radio until the 
chimes of Big Ben were almost 1s 
familiar to their ears as to those 
of a cockney. 

That does not necessarily mean 
that the success of a British pro- 


France 


duct in France is automatically 
assured. But it does mean that 
psychological factors create a 
favourable atmosphere which is 
worth a lot. 

What is necessary to market + 
product in France? Assuming 
awareness of the main rules that 
apply to all the world’s markets, 
let us concentrate on points which 
are specially applicable to France. 

A distinction must naturally be 
made between articles of mass- 
consumption and those which 
have a limited market. 

In the case of industrial goods 
—for example, factory machines 
or appliances—the best method 
would be to appoint a general 
agent. This agent would usually 
be located in Paris, but not neces- 
sarily so. In the case of the 
textile industry, he might be in 
Lille, or if silk, in Lyons. 

The agent would, in most 
cases, keep personal contact with 
big business in his area, or would 
have associates to do so in his 
name. The important thing is 
that he should not let the other 
regions lie fallow. Maybe he 
would already have a nation-wide 
team of representatives—if not, 
one would have to see that he 
quickly set one up. 

His remuneration should be by 
a set commission, unless the 
British exporter found it expedi- 
ent to sell to him at a price 
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to the world-wide practice of the 
standard commission on the net, 
crediting the clients with all dis- 
counts and rebates received. A 
foreign advertiser will gain in 
efficiency by doing business direct 
with such an advertising agency. 


8. Research Facilities 


A market survey is essential 
before starting operations in 
France. This may be undertaken 
by the advertising agency or by 
special research organisations. 
Make sure that the number of 
interviews is satisfactory and that 
the sample is broken down 
according to classes, age-groups, 
and so forth—in short that the 
survey is scientifically sound and 
carried out by trained and ex- 
perienced professionals on a full- 
time basis with the agency, so 
that they have time to study your 
problems. 


It takes more time and experi- 
ence to interpret figures intelli- 
gently than it does to compile 
them. 


Copy testing, media research, 
etc., are also available to-day. 
You should. however, check 
carefully the methods proposed 
and by whom they are to be 
applied. Research of this kind 
is comparatively new on the 
Continent, where there is now a 
current fad for allegedly “scienti- 
‘fic methods. 


By PAUL NICOLAS, 


Director-General, Compagnie 
Industrielle de Mécanique Horlogére 


which would allow him to resell 
at his own figure. 

Agents are not difficult to find 
—one can usually take one’s 
choice of several accredited 
“représentants industriels.” But it 
is not easy to judge from whom 
one will get the best service. If 
you consider an established, well 
known man, the chances are he 
will already have several import- 
ant agencies; he may be willing 
to take you om and leave it at 
that, expecting your line to 
plough its own furrow. It is 
sometimes far better to put your 
trust in a young man. He will 
have less authority and a smaller 
connection, but since he will 
need to make a place for himself, 
he will probably make up for his 
deficiencies by greater activity. 

A very important point is ad- 
vertising. This kind of agent in 
France usually has very vague 
ideas on that subject. There is 
everything to be said for includ- 
ing in your agreement a stipula- 
tion that a competent advertising 
consultant be employed. 


Value Of A Market 

Survey 

With mass-consumption goods 
the procedure is entirely differ- 
ent. It is probably best to start 
off with a market survey. 

Then comes the choosing of 


9. Where To Advertise. 

Generally speaking, compara- 
tively large spaces are still avail- 
able in newspapers and in most 
magazines, in spite of the present 
paper shortage. Since Liberation. 
great efforts have been made by 
newspaper and magazine pro- 
priectors to supply advertisers 
with accurate circulation figures. 
Billposting, as elsewhere, is in 
the hands of specialised agencies 
and is widely used. 

Although commercial broad- 
casting is still banned from 
French radio stations, which are 
government-operated, extra-terri- 
torial stations like Radio Luxem- 
bourg, Radio Monte-Carlo or 
Radio Andorra, since they do 
not come within French jurisdic- 
tion, have developed into power- 
ful advertising media. It is esti- 
mated that up to 40 per cent of 
set-owners in France tune in on 
their commercial programmes. 

Liquor and pharmaceutical ad- 
vertising is subject to special 
regulations. All| patent medicine 
copy must be approved by a 
special board of the Ministry for 
Public Health, and the statements 
in it are subjected to stringent 
examination. 

If you have a generally suc- 
cessful product, France can : 
made a healthy, profitable mar-? 
ket for it. And it is a very 
pleasant country in which to do 
business—if you know how to 
get Frenchmen to “play ball.” 

: 
the man to represent you. He? 
may be a distributor already! 
handling lines selling through the” 
same outlets, or a “full-timer”) 
who will create an Organisation’ 
exclusively for you. The second) 
alternative is the most costly, but) 
obviously the most efficient. If 
you are expecting the French 
business to grow to big propor- 
tions, it is the best policy. 


Advertising will be found in- 
dispensable. It has been said that 
the French are impervious to ad- 
vertising—it is a fallacy. What 
gave rise to this rumour is that 
the average Frenchman is cunning 

-or imagines himself so, which is” 
the same thing—and makes him- 
self unresponsive to advertising 
which has been successful in other 
countries. It often happens that 
an American slogan will be 
translated into French. Vety 
often, the French. whose critical 
faculties are highly developed. 
will remain unconvinced by 
affirmations which have seemed 
decisive in Hlinois or New Jersey. 

Even though the mentality of 
the French is nearer to that of 
the British than to that of the 
Americans, it is always indispens- 
able to adapt any advertising 
campaign which has been created 
abroad so that it suits the French 
temperament. It may only be a 
little retouching of details—it 1s 
nevertheless very necessary. 

To conclude this brief study, i 
is my firm conviction that the 
vears to come will see a steady 
increase in the exchange both of 
culture and of material goods 
between Great Britain and her 
nearest continental neighbour. 
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THE DU MATIN 
« ENTRAIN 


Vous seres “en train” toute ta 
journée si, au btu Cun dejeune 


THE.. sate Gib aetete; teaetatin eniiiiiens 
7. ELEPHANT 
ds BIERES A ALSACE L 


Again, just a slogan, suggesting the 
noted origin of Alsatian beer. 


For a sunshine fabric: Provencal 


Attention value by ‘“animation.”’ 
theme in the ‘ mistral”’ breeze. 


Another example of French layout. 


French layouts aim at a simple direct appeal 


This well-known jeweller restricts his appeal 
to a striking model. 


By R. L. DUPUY, Managing Director, R. L. Dupuy, Paris 


LOT has been written 
A in France about the 

psychology of the **Fran- 
cais-moyen™ — the man in the 
Street. His reactions are cer- 
tainly different from those of 
his British and American 
counterparts. That is why 
French advertising often seems 
comparatively less advanced 
than that of Britain and the 
U.S.A. 


French advertising men are not 
entirely devoid of imagination. 
But they are often up against the 
innate timidity and modesty of 
their clients who hesitate to let 
themselves go all out to tell the 
world the merits of their goods. 

They also know that thev have 
to deal with a highly individual- 
istic and critical public, which 
will, as a point of personal pride. 
never acknowledge that it has 
been swayed to buy by any ex- 
ternal influence such as adver- 
tising. 

In reality, however, good ad- 
vertising for a good product, 
based on rational and convincing 
arguments, will do the job in 
France as anywhere else. The 
French will respect any honest 
proposition to better their wel- 
fare and respond quickly to 
appeals to desire and ambition. 

But beware of setting up resist- 
ance. It is always better to come 
straight to the point in your copy 
without trying to introduce ex- 


traneous ideas. And, above all, 
your argument must be simple 
and logical, and your concluding 
“action” appeal in the nature of 
a friendly counsel or suggestion 
rather than an _— imperative 
“must.” 

As for layouts, the forms and 
techniques are legion, and what 
to use depends much on the sub- 
ject and appeal. French artists 
are always on the look-out for 
new processes. The illustrations 
on this page give an idea of what 
current French Press advertising 
is like. 

A slight tendency to sobriety in 
make-up will be noted, with 
vigorous contrasts in black and 
white, short copy and heavy 
headlines and name-blocks. 

The humorous sketch is used 
more sparingly than in some 
other countries. The French 
consumer is not very susceptible 
to the cartoon style. 

But one cannot lay down hard 
and fast rules. What is true to- 
day does not necessarily apply 
tomorrow, for styles in advertis- 
ing are as changeable and cap- 
ricious as human nature itself. 

Nevertheless, it should be 
borne in mind that the tempera- 
ment of the French public is a 
highly sensitive one and all 
appeals to it should be kept 
strictly within reasonable limits. 
It is easy to overdo things and 
give offence. 

But when all is said and done, 
it is a public worth cultivating! 
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For this c 


Jaw) heriten 
le rouge baiser 


CALCULE A PARIS PAR PAUL BAUDECROUX 


tic a dr 


~~ 


An effective layout— 

with short copy, and 

gay but restrained 
illustration. 
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tic picture was considered 
preferable to a banal argument. 
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10 questions and answers 


for exporters 


By PAUL BARATTE, of Pau! Baratte and Associates, London 


1. Is it easy for British manu- 
facturers to trade with France? 
Things have become easier 

since the liberalisation of trade 

between European countries. 

Most of the articles produced in 

Britain may be imported into 

France under some kind of open 

licence system Some French 

industries are, nevertheless, well 
protected; for instance, cars. 


2. Is there any profitable business 
to be done in France? 

The French market is about the 
same size as that of the United 
Kingdom but offers outlets in 
both industrial and agricultural 
areas. Many French people have 
a great admiration for British 
industries and British goods: for 
textiles, engineering, chemicals, 
etc. 


3. How would you compare the 
British and French markets? 
They are quite different. The 

British market is mainly com- 

posed of big industrial units and 

surrounding areas. In France 
the buying power is pretty well 
distributed between the indus- 
trial and the agricultural areas. 

The French market is mainly 

made up of middle class people, 

either farmers or industrialists, 
owners of small workshops, or 

businesses of family size. A 

good distribution of British goods 

for national consumption must 
provide for the cover of both 
types of areas. 


4. Do you think, therefore, that 
the Paris distributing agent will 
do the job for the whole 
territory? 

This is a vital question. Very 
seldom does a French distributing 
organisation cover by its own 
means the whole territory. They 
have to rely in some parts on 
regional or local wholesalers. 

If the product is intended to 
sell to the industrial population, 
a Paris agent may well have 
satisfactory connections. If the 
product has to be sold to the 
entire French population, special 
arrangements should be made in 
each district, 


5. How would ae sell to the 

rural d 

There is a _— interesting 
feature in France, the agricul- 
tural fairs and market days. In 
many areas once a week all the 
farmers gather in the local city 
and bring along their farm pro- 
duce for sale and buy their cattle 
and at the same time what is 
required for their farm and 
home. Turnover on these mar- 
ket days is extremely high. A 
good distributing organisation 
should make provision to cover 


these markets as well as the 
retailers of the market places. 


6. How would you cover the 
market with advertising? 

This is too big a question for 
a straightforward answer. Let 
us just say that the distribution 
of the French Press is a regional 
one, whereas the main British 
newspapers offer a _ national 
coverage. Therefore, you have 
to advertise in the regional 
papers as well as in the papers 
which are printed in Paris. 

The radio comes to the rescue 
of the advertiser, because with 
Radio Luxembourg and Radio 
Monte Carlo, France is pretty 
well covered. 

Cinema advertising offers a com- 
plete coverage of France and North 
Africa, far better than that 
offered by the cinema in Britain. 

Bill posting, although not tidy 
looking, can offer a good cover- 
age if the poster advertising 
agency is well organised and 
manages to get the posters placed 
properly even in smaller areas. 


7. Is there any Be way of 

advertising goods 

Yes. Window hiring is possible 
in France in many trades. You 
hire the window of a chemist for 
instance, and you have it at your 
sole disposal for big panels or 
show cards for a fortnight. 


8. Would you use the same brand 
name in Britain and in France? 
As far as possible this is a 

good policy owing to the develop 

ment of international travel. But 

a British name is not always easy 

to pronounce in French. 


9. What about advertisements? 

Although it is easier to use the 
same type of advertisement in 
every country in which British 
goods are marketed, this might 
well be the wrong approach as 
far as the Continental countries 
are concerned. In order to make 
good sales, it is worth while 
spending time to go right into 
that problem and not just take 
the easy way. Usually transla- 
tions of English copy are poor 
and have not got the advertising 
value that the French genuine 
copy would have. 


. What = general 

would you make? 

In order to know the British 
market well, people in this 
country spend their whole lives 
first in getting experience, later 
in giving all their care to their 
own business. Logically, if they 
want to tackle the French mar- 
ket, they should well spend their 
whole time on it, or rely on 
somebody who does that for 
them on the other side, 


conclusion 
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RITISH_ goods have 
Bes been popular with 

French consumers, and 
now, after a difficult post-war 
period, the door is once more 
opening to British manufac- 
turers and traders. 

This article is mainly about 
finished products, for the sale to 
France at the present time of raw 
materials, etc., does not constitute 
much of a problem. (Neverthe- 
less, it should not be forgotten 
that coal, coal-tar products, 
chemicals, minerals and semi- 
finished articles represent 40 per 
cent of France’s imports from 
Great Britain.) 

It is a curious fact that, in 
spite of the diversity of products 
manufactured in France, there is 
still a ready market there for 
many kinds of British goods even 
of a similar nature. The wealth 
of a highly industrialised nation 
always enables it to buy foreign 


products of high quality and 
specialised manufacture which 
would find littke demand in a 


poorer market. 

Further points in favour of 
British trade in France are: 

1. The long-standing Franco- 

British business connection, 

which facilitates contacts be- 

tween exporters and importers. 
2. British goods have a good 
reputation in France. 
3. The present policy of the 

French Government is towards 

a greater freedom of exchange 

of goods under the European 

Economic Co-operation Union, 

involving moderation in cus- 

toms and exchange control. 

From the strictly commercial 
point of view, the question of 
what Britain can sell to France 1s 
just as difficult—or as easy!— 
as when considered the other way 
round. The degrees of civilisa- 
tion and living standards are 
fundamentally the same in the 
two countries, in spite of extrane- 
ous differences of taste and cus- 
tom. For instance, an English 
man would be no more successful! 
in marketing blancmange in 
France than a Frenchman trying 
to export  fancy-handlebarred 
bicycles to Britain! 

But apart from such disparities 
in taste and fashion, it can be 
said in general that a British pro- 
duct fulfilling the normal condi- 
tions of competition, price, pre- 
sentation, advertising, and distri- 
bution, has reasonable chances of 
appealing to some section ef the 
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By PAUL TUROT, Director, French National Association for Economic Expansio 


French market. A good idea of 
what is acceptable can be had 
from French import statistics, 
which are obtainable in detailed 
and up-to-date form. 

There are, however, various 
administrative obstacles, such as 
customs duties, quotas, legal 
restrictions, etc. 


Two Nations Aim 
At Freer Trade 


1. Customs Duties—For two 
years these have been mainly “ad 
valorem,” whereas before the war 
they were largely discriminatory, 
following a protectionist policy. 
The duties vary from 10 to 35 
per cent. Certain classes of goods 
are still granted the exemption 
which was decided on immedi- 
ately after the Liberation in order 
to keep prices down. Indeed, 
such exemptions still occur tem- 
porarily when the Government 
seeks to avoid rises in prices of 
necessities such as food products 
and textiles. The French customs 
tariff, in cammon with others, 
forms part of the Torquay nego- 
tiations, 

2. Commercial Agreements and 
Quotas—There is no specific com- 
mercial accord between France 
and Great Britain, regulating 
values and quantities. In view of 
the wide variety of products, such 
a set application was considered 
impossible. But the avowed in- 
tention of the two governments 
is to facilitate as far as possible 
a return to the traditional basis, 
taking into due account the 
austerity and rationing schemes 
existing in their respective coun- 
tries. 

Consequently, there are four 
categories under which British 
goods can enter France: 

(a) A system of free imports 
within the framework of the 
European Economic Co-operation 
Organisation, which _ includes 
Britain and the Crown Colonies, 
but not the Dominions. It is im- 
possible to go into detail with 
regard to this free list—which 
many importers and exporters 
consider far from adequate. What 
is important, however, is that 
these “free” products are really 
free, with formalities kept to a 
minimum. In 1951, the Exchange 
Office has cancelled many “visa” 
formalities in order to speed up 
operations, and the tendency is 
all towards giving the importers’ 
bankers the widest powers pos- 
sible. 


British goods are popular and France 


has the “will to import” 


(b) Products subject to licences 
granted only to official or semi- 
official organisations. These are 
mostly raw materials or semi- 
finished goods. Their number, 
since the introduction of the 
“free” list, is restricted, since they 
represent heavy financial deals— 
e.g., coal, oil, cereals, metals. 

(c) Products subject to licences 
granted to private firms. All non- 
essential goods not included in 
the two previous categories. The 
Journal Officiel of December 31, 
1950, has published a full list of 
these for the first quarter of 
1951, together with the British 
organisation responsible—in some 
cases the Board of Trade, in 
others a professional or trade 
group. The formalities connected 
with these licences have recently 
been greatly lightened. The period 
of validity for British products 
has been extended from three to 
six months. The number of forms 
is reduced. The role of the banks 
has been amplified, etc. Of 
course, the ultimate powers of 
licencing are vested, as in Great 
Britain, in the various Ministers, 
in consultation with committees 
composed of producers and im- 
porters. 

(d) Products receiving special 
favourable treatment. French ex- 
porters are granted special facili- 
ties to import articles necessary 
for their activities—licences are 
almost automatic—often up to 20 
per cent of the value of their 
exports. 


Banking Aids To 
Greater Exports 


3. Payments and Financial 
Relations — The  Franco-British 
monetary payments agreement is 
one of the first to be signed after 
the Liberation, and the British 
Treasury has made big advances 
to enable France to buy in the 
sterling area. The commercial 
balance has for several years been 
in France’s favour, if one takes 
Great Britain alone, but the situa- 
tion is more equitable with the 
sterling area as a whole. France 
buys much raw material from the 
Commonwealth and sells rela- 
tively little. Moreover, since 
E.P.U.. sterling is no longer 
scarce for the French Exchange 
Office, and sterling imports have 
benefited. 

In addition, British exporters 
are supported by ancient links, 
represented by important banking 
interests in France and the many 
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French banks with branches or 
correspondents in London. 
French importers often finance 
their purchases on the spot in 
London. 

Formalities apart, however, the 
most vital question for the over- 
seas trader is to know whether or 
not the “will to import” exists. 
Well, it is a known fact that, after 
Great Britain and the U.S.A., 
France is the next greatest import- 
ing nation in the world, and 
Britain is the third largest ex- 
porter to France. Further, French 
administrators know very well 
that international trade is essen- 
tially a two-way business, and 
they do not forget that Britain 
is France’s No. 1 customer. 

For detailed information not 
covered by this article, British ex- 
porters should get in touch with: 

-M. Commercial Counsellor, 
British Embassy, 39 Faubourg 
Saint-Honoré, Paris; the Franco- 
British Chamber of Commerce, 6 
rue Halévy, Paris, 9e; and at the 
same address the representative of 
the Federation of British Indus- 
tries; and l’Association Nationale 
d’Expansion Economique, 106 Bd. 
Malesherbes, Paris 17e. 


Paris fair opens 
door to trade 


EXT month the Paris Fair 

opens on April 28 and 
remains open until May 14. Last 
year 10,500 exhibitors displayed 
their products to more than 24 
million visitors. 

Proof of the success of the 
Fair is provided by the fact that 
more than one-third of the exhibi- 
tors received a decennial] medal. 
This is granted to firms who have 
exhibited their goods for 10 con- 
secutive years. Space is already 
being booked for the 1952 Fair. 
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What a British advertiser needs most when entering 


You will easily find the home of 
Elvinger—in the very heart of Paris 
only a stone's throw from the 
glorious Arc de Triomphe, and as 
circled in the above illustration 


* 
ELVINGER 


A French agency with an 
Anglo-American background 
78 Avenue Marceau, Paris 


the French market is a reliable agency 


When a British advertiser first enters the French market—or for that matter any foreign 
market—he is likely to feel like one of the babes in the wood. Marketing and advertising 
conditions are different, standards of ethics are different, agency practice is different— 
everything is different. His firs: need, therefore, is that of a reliable agency in which he can 
place his unrestricted confidence, and which sees eye to eye with him in carrying out his 
advertising programme. 


Elvinger is specially organised for the needs of international advertisers and agencies. Our 
agency is operated on Anglo-American standards of ethics, procedure and compensation. 
Our organisation performs all the regular functions of a fully-equipped British agency 
including research and merchandising. Through long co-operation with British and 
American advertisers and agencies (our roster of clients includes 29 British and American 
firms), we have gained the know-how required to co-ordinate our activities with theirs, 
smoothly and without lengthy and costly adjustments. You will work with us in France in 
the same easy way you work with your own home agency. 


YOU CAN RELY ON ELVINGER 
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Modern and efficient agency services 
are available to all exporters 


By Dr. FRANCIS ELVINGER, Monoging Director, Elvinger Advertising Agency ; Professor of Marketing 


contact with France are 

particularly impressed with 
the post-war progress of the 
agencies. Only 20 years ago, 
most French advertising agen- 
cies were mere space sellers. 
Then evolution began—especi- 
ally since the war. 

First, a simple “copy-shop,” 
until to-day we find fully-fledged 
agencies comparable in all ways 
with the British or American 
counterpart, complete with all 
services—research, copy, radio, 
media, sales promotion, traffic, 
etc. Many have over 100 em- 
ployees and serve the largest 
advertisers. 

[his transformation is due 
above all to the growing number 
of American and British adver- 
tisers who have demanded the 
same service to which they are 
accustomed at home. 

There are, naturally, some dif- 
ferences in operation, due to 
national customs, For instance, 
it is still usual for a French 
agency to act as exclusive repre- 
sentative of some paper or group 
of papers or some other publicity 
medium. This practice is perni- 
cious in the eyes of the British 
advertiser, but such a tie-up with 
some form of media is generally 
accepted in France. 

It is out of the question for any 
British advertiser to try to tackle 
the French market without using 
a French agency. After all, could 
one imagine a French manufac- 
turer attempting to flood the 
British market without local ad- 
vertising help? 

The method of using a French 
agency varies according to 
whether the British advertiser is 
following a centralised or decen- 
tralised policy. If decentralised, 
he works direct with each foreign 
agency on the spot. Thus, for 
instance, the French agency will 
handle the whole campaign for 
France just as for a French client. 

On the other hand, if his export 
advertising is centralised, he will 
work through his agent at home 
and its offices or correspondents 
abroad, who will split the com- 
mission, Usually, plans are then 
made and creative work, artwork 
and copy prepared by the British 
agency. Market research, media 
recommendations, adaptation (not 
translating) of the copy, placing 
and so on are done in France. 
Of course, there are many inter- 
mediate arrangements. This co- 
operation with British agencies js 
a specialised job and, for smooth 
working, necessitates a special 
set-up and long experience on the 
part of the French agent. 

Which method of export adver- 
tising a British exporter should 
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use cannot be answered dog- 
matically. One factor to be con- 
sidered is the nature of the 
clientéle. An airline with inter- 
national customers would natur- 
ally be justified in centralising 
the creative part of his inter- 
national advertising. Or there 
may be a competitive problem. 
If competition is keen, it may be 
necessary to take immediate steps 
without the encumbrance of long 
consultations. 

There is also the question of 
distribution. If the advertiser is 
represented by a_ distributor, 
centralised advertising may be 
better, whereas if he should have 


his own branch office or subsidi- 
ary in France, much more leeway 
on the spot can be given, especi- 
ally if the local management is of 
high quality. The better the man, 
the less he needs crutches from 
home and the more he prefers, and 
deserves, to work independently. 
It also depends on the nature of 
his merchandising. Straight con- 
sumer advertising can easily be 
directed from London. But mer- 
chandising which is intimately 
linked up with day-to-day selling 
and sales promotion is more the 
domain of local people. 

Finally, there is the quality of 
agency service available. In some 
countries, competent and reliable 
service just does not exist, and the 
international advertising has to be 
centralised at headquarters. Quite 
evidently the situation is not 
always clear cut and many com- 
promises can be imagined. 

One thing is to be stressed— 
whatever the policy, there should 
always be a degree of co-opera- 
tion between the British and 
French agencies. Even in the ex- 
treme case of the campaign being 
conducted independently by the 
French subsidiary, there should 
be an abundant interchange of 
information and advice. 


Collective campaigns can 
pave the way to success 


By HENRI HENAULT, Managing Director of Synergie and Secretary- 
General of the National Syndicate of Publicity 


Agents 


has, during the past 25 

years, developed strikingly 
in France. To cite only recent 
examples, we have seen import- 
ant campaigns for silk, wool, 
champagne and other French 
wines, sugar, rice, codfish, 
chicory, beer, rum, jam, furni- 
ture, paper, bicycles, flowers. 

Some of these campaigns have 
been outstandingly successful. 
Silk which, three years ago, was 
almost a forgotten product, is 
now back in seasonable fashion. 
Champagne and the wines of 
Bourgogne and Burgundy have 
succeeded in establishing them- 
selves as an integral part of 
French life. 

Similar British examples in- 
clude the campaigns for hats, 
wool, beer, biscuits, nylon, insur- 
ance, the Electrical Development 
Association, the Herring Industry 
Board. 


C OLLECTIVE advertising 


This is a sign of solidarity and 
the realisation of common jnterest 
among the leaders of various in- 
dustries during these difficult 
years. It is also a sign of a 
greater appreciation of the pos- 
sibilities of advertising. 

In any advertising problem, it 
is usually found that the main 
appeals apply to all products of 
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the same category. Only certain 
minor points are exclusive to par- 
ticular brands. 

An advertiser often considers 
it hardly worthwhile to spend his 
appropriation on educational 
copy which would benefit his 
competitors as much as himself. 
But very often such copy is vital; 
it establishes a foundation upon 
which demand for the type of 
product must be built up before 
the proprietary brand can take its 
share. 

If a pooling of resources in 
order to create or develop a col- 
lective market for a_ product 
group is profitable on a national 
scale, then it is all the more 
valuable for an export market 
where the products may be com- 
paratively unknown. 

Collective advertising uses all 
the Known methods, plus others 
besides. 

The main thing is to please— 
not so much to convince as to 
win goodwill. It is a job of propa- 
ganda. It is a matter of playing 
on national traits and inclina- 
tions. There are “gallicisms” of 
the heart as well as of language. 
and only the man on the spot can 
know them. A “Buy British” cam- 
paign would not go over in 
France. But that is not a point 
against foreign products. There 
are products that the French un- 
consciously recognise as superior 
because of their foreign origin-— 
men’s attire is one of several 
British things in this category. 

Public relations usually play 
a big role in collective propa- 
ganda, first to prepare the ground, 
then to awaken the interest and 
the sympathy of the consumers. 
News items of genuine interest, 
with no apparent publicity angle, 
and the organisation of spectacu- 
lar events are very useful. 

Suppose, just for instance, that 
the object were to popularise 
whisky—a typically British pro- 
duct—in France. Imagine the 
interest that would be shown by 
the French public, who know 
little about the subject, in a series 
of newspaper and magazine 
articles on the ancient craft and 
history of whisky and all the 
tradition behind it. Organised 
parties, attended by famous 
epicures, would be reported in the 
Press, on the radio and television. 
The film would also be a good 
medium. The British picture 
“Whisky Galore,” which has been 
having a good run in Paris, would 
be an excellent link-up, Fairs and 
food and household exhibitions 
would also play their part. 

The plan of collective campaign 
would naturally vary according to 
the subject. The above random 
suggestions are given merely to 
illustrate hypothetically how in- 
terest could be aroused to prepare 
the ground for a product group, 
der which each brand would 
come in and work for itself. 

For collective advertising, 
naturally, can never replace brand 
advertising. It can only prepare 
the market, but the reaping of the 
individual harvest by the proprie- 
tary purveyor is rendered less 
costly, more rapid and much 
easier thereby. 
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The best feed... This one is quite 
enticing... but how about that one... 
unless of course the third one... 

The success of an advertising campaign depends upon the 


choice of the media Among them, Regie-Presse, selected those offering 


the maximum advantages of circulation and regional status. 


When consulting Regie-Presse, you are automatically making 
sure that you are selecting the best French advertising media, and 
that you are taking advantage of the experience, service and 


checking methods wich Regie-Presse puts at the disposal of advertisers. 


Include Regie-?resse media in your budget. 

* FRANCE-SOIR. The largest circulation among French newspapers 

(dailies). * FRANCE-DIMANCHE. Its ever growing success now makes 

for an average circulation of over 700.000 copies per week. * ELLE. The 

magazine of women who buy. * REALITES. The largest number of 

subscribers to a French luxury magazine. * PROVENCAL and 

Regue-Presse has selec- . 4, FRANCE, of Marseille. * NORD MATIN, of Lille. 
ted the most effective + L& TRIBUNE DE SAINT-ETIENNE. And a full range of others to 


advertising media. meet the need of any advertiser. 


Cegie 


75, AVENUE DES CHAMPS-ELYSEES - PARIS 8 TELEPHONE : BALZAC 12-91 (SLINES) «@ 


resse 
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How to benefit from post-war progress 


in French advertising 


By JACQUES G. HIRSCH, M.C., Managing Director, Dorland, Paris; also representing W. S. Crawford in France 


OW do the British and 
French markets differ 
from the advertiser’s point 
of view? This is a question 
every exporter asks. It is a vast 
subject and lends itself to 
detailed analysis. A short article 
must therefore be restricted to 
a panoramic but superficial 
sweep over advertising methods 
and means in the two countries. 
he spirit of mutual confidence 
that exists between the average 
British advertiser and his adver- 
tising agent may be without 
parallel. At any rate, it is seldom 
found in the United States or in 
France. This may account for my 
slightly prejudiced attitude in 
favour of advertising methods as 
practised in Great Britain. 

It is easier to handle an adver- 
tising campaign in Britain than 
it is in France. Quite apart from 
ethical considerations, the cause 
of this may well lie in the amount 
of statistical information the 
various advertising media place 
in the hands of their clients, thus 
reducing the permanent risk of 
error. 


Audited Circulations 
Now The Rule 


Considerable progress, how- 
ever, has been made in France 
in the advertising field during the 
last 15 years, and portnuacy 
since the Liberation in 1945. 
This progress can easily be illus- 
trated by a few examples: it ss 
now, for instance, getting difficult 
for a publisher's representative to 
sel] space if the publication does 
not have its circulation audited 
by the Office de Justification de la 
Diffus ion—the French counterpart 
of the British Audit Bureau of 
Circulations. In one or two excep- 
tional cases, advertisers’ associa- 
tions have combined their efforts 
with those of their agents to bring 
pressure to bear on reluctant 
publishers. 

Another example of progress in 
professional organisations is 
found in the tendency for fully 
equipped service agencies not to 
add to their many duties those of 
publishers’ advertising represen- 
tatives, as used to be the case not 
so many vears ago. It is fair io 
add that the agents’ attitude in the 
past found ample justification in 
the comparatively small size of 
French advertising appropriations 
Servicing the client simply did 


not pay; therefore overheads had 
to be met from other sources of 
income. 

With the post-war adoption of 
a 15 per cent agency commission 
in the daily Press and 20 per cent 
in most periodicals, agents in 
France have reached a fair degree 
of independence which automatic- 
ally leads to increased imparti- 
ality. In this respect, their position 
even comparés favourably with 
that of their English opposite 
numbers. A less superficial study, 
however, soon reveals that this 
slight advantage is often neutral- 
ised by the smallness of appro- 
priations—though this does not 
usually apply to drinks (alcoholic 
and soft) or to beauty prepara- 
tions. 

To sum up, basic differences 
in methods are few, and likely to 
get even fewer as years go by. 

One of my London colleagues, 
who loves France, is firmly con- 
vinced that advertising in France 
generally speaking is more con- 
sistent in its creative appeal than 
in Britain. He quotes Cas- 
sandra’s “Dubo-Dubon-Dubon- 
net,” stating that “someone will 
put it on the side of a house and 
leave it there for two or three 
years for its message to sink in; 
whereas in England, clients al- 
ways want a new scheme every 
year when, in many cases, a good 
scheme is often scrapped before 
it has really been assimilated by 
the public,” 

The quite legitimate desire of 
a client to obtain new ideas is 
not restricted to British adver- 
tisers . . . it is universal. But 
I admit that French outdoor ad- 
vertising has a quality of its own, 
though its territory is now being 
shared between what can arbit- 
rarily be called the “Coca-Cola 
influence.” and its own tradi- 
tional stem of inspiration whose 
roots are embedded in the ever- 
green Paris school of painting. 


Recent creations by artists 
such as Savignac or Villemot are 
most encouraging, for they show 
a new departure from the long- 
lasting cubist predominance. For 
the time being the “American” 
realistic style is still making pro- 
gress, and it may do so for the 
next few years. In the long run, 
it will, 1 think, be found that the 
public will grow tired of the 
“realistic” style, simply because 
it leaves too little to the imagin- 
ation. 

If French posters are very 
good and often well printed, bill 
posting is no doubt better and 
more scientifically organised in 
Britain than in France. Only in 
large cities do bill posting agen- 
cies offer the normal guarantee 
of supervision and replacement. 
But the French provinces can 
often be approached through 
other media such as the radio, 
the cinema and the Press. 

Short commercial films shown 
during intervals are very popular 
in France and the audience 
shows remarkable patience in 
watching them. But if the pub- 
lic gets bored, as may sometimes 
happen, its opinion is expressed 
loudly and without reserve. 

A sweeping comparison of the 
Press in the two countries brings 
us to a field in which major 
differences will be encountered. 
The U.K. has not seen any 
foreign invasion for a good many 
years, while France has been 
partly, and then totally, occupied 
twice in the last 35 years. The 
gap between 1940 and 1945 is 
still to be filled in, and the 
French daily Press has not yet 
fully recovered from war dam- 
age, moral and physical. 

Paris, for a while, ceased to be 
the capital city—and all the large 
provincial newspaper publishers 
seem to have jumped on this per- 
haps unexpected opportunity to 
become master in their own 
house. This is quite different 
from the British picture, where 
the largest provincial daily circu- 
lation is only roughly 10 per cent 
of that of the largest national 
daily. In France, some provin- 
cial dailies sell over half a 
million copies, which is high if 
compared to the largest French 


circulation—a Paris evening 
paper printing approximately 
700,000 copies. 

Paris papers still have a 


nationwide political significance, 
but from an advertising view- 


point they should be treated as 
a local Press covering France's 
most important and ready-to-buy 
demographic concentration. A 
striking illustration of this state 
of affairs will be found in these 
figures: the circulation of the 
largest British national daily is 
equal to or slightly higher than 
the combined circulation of the 
15 dailies still published in Paris. 
Moreover, Paris papers do not, 
like their London colleagues, 
have editions printed in the pro- 
vinces. Space in French papers 
is still—at the time of writing— 
“off-the-ration” and a full page 
advertisement can be inserted at 
a few days notice. 


Public Relations Work 
Is Being Done 


Turning to window display and 
direct mail, there is little or no 
difference between French and 
British _ practice. The same 
applies to market surveys and 
investigations which are carried 
out in France with great care by 
at least two or three specialised 
firms which, however, have to 
contend with a lack of adequate 
Statistical data, 

The subtle art of public rela- 
tions has also made a discreet 
appearance on the French pub- 
licity scene. The multiformity of 
this new function—for which, by 
the way, a satisfactory French 
translation is still to be found— 


is well suited to the highly 
“nuance” Latin mind, but it re- 
quires constant nursing and 


handling with great care. One 
or two P.R. offices are already 
operating satisfactorily in Paris. 

In conclusion, there are certain 
aspects of the French psycho- 
logical make-up which the British 
advertiser should bear in mind. 
He should remember that a long 
tradition of high tariff barriers 
has bred in the average French- 
man’s mind the idea that all 
British products are expensive, 
though their high quality is 
appreciated. 

He would also do well to 
remember that France is a wine- 
growing and wine-loving country. 
Good wine calls for good food 
and their combined effect on 
men’s attitude is such as to have 
a far-reaching influence on 
national habits, fostering that 
“joie de vivre’ which is still 
typical of France. 
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To drive home your 


message to the women 
of France... 


ADVERTISE IN THE FOUR 
BIG CIRCULATION 
FEMININE PUBLICATIONS 


Le Petit Echo de la Mode 1,550,000 


WEEKLY 


Mon Ouvrage - 4$0,000 


MONTHLY 


4Saisons - 350,000 


QUARTERLY 


Rustica 225,000 


EDITIONS de MONTSOURIS S.A 


| rue Gazan — Paris 14°" 
Telephone GOBelins 96-00 
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In France, as elsewhere, it pays to 
test your publicity 


OOK through any Swedish, 
Norwegian, Dutch, Belgian, 
Italian, British or American 
publication. Look at the adver- 
tisements contained in it, from 
such a distance that you cannot 
read the wording. You will 
find that it is extremely difficult 
to say what country they come 
from. 

Now open a_ few French 
periodicals. Even if the distance 
is such that you cannot read the 
wording, you will see at once that 
this is French publicity. You will 
therefore be obliged to admit that 
the type of publicity generally 
used in France has certain char- 
acteristics which make it differeat 
from that which is used in most 
other countries. 

hese are facts. Are there 
reasons for them? That is the 
question. 

Start the whole experiment overt 
again. Take the first lot of maga- 
zines, but this time look at the 
advertisements more — closely. 
What are your reactions? You 
will find yourself thinking: 

“What lovely tomatoes! How 
beautiful they look!” 

“Aren't those Turkish towels 
nice! They will just do for my 
bathroom xs 

‘And look at this new linoleum. 
It is just what | am looking for.” 

If on the other hand you look 
through the French advertise- 
ments, your thoughts will be quite 
different. Quite often you will 
find yourself enthusiastic about 
the beauty of design. about some 
surprising aspect of the delinea- 
tion, or about the cunning idea 
behind the advertisement, which 
you have just succeeded in grasp- 
ing. It stands out, it’s striking 
Very true: but what about the 
article that is being advertised” 

In the case of the first lot of 
advertisements, the publicity nan 
or the artist has awakened in you 
a demand for the article which it 
was his job to sell. In the case 
of the second lot. he has given 
you a glimpse of his brilliant wit, 
which is a very different thing 

In point of fact French people. 
just like Swedes. Norwegians 
Italians, Americans or British 
people, have needs which they 
seek to satisfy. And the way to 
appeal to French people is no 
different from the way to appeal 
to people from other countries 

Speak to them on matters 
which interest them, and they wil! 
be perfectly ready to listen to you 
But try speaking to them on 
questions which interest you, and 
they will just laugh 

The truth of this is confirmed 
by the fact that the Reader's 
Digest, which is very successful 
in every country in the world, 


By Y. ALEXANDRE, Managing Director, Agence Yves Alexandre, Paris 


gains just the same successes in 
France with the same presenta- 
tion, the same articles and the 
same style. Not only that, but the 
articles which have the greatest 
appeal in the United States, in 
Canada or Japan, are very often 
the same as those which attract 
the most attention in France and 
hold it the most firmly. 

In fact, there is no such thing 
as French publicity, any more 
than there is British, Italian or 
American publicity. There is 
publicity which pays well, pub- 
licity which pays less, and pub- 
licity which does not pay at all. 

In France, as in other countries, 
the only way to find out what is 
the right thing to do or not to do 
is to conduct tests. That is to say, 
tests at every stage. Test before 
publication, test after publication. 
copy-testing, ,;coupons, _ selling- 
check, and all'the rest 

Testing will show that 1n 


New factors 


France, just as clsewhere, one 
can never get down sufficiently 
low to find the average level of 
human intelligence. 

In France, just like anywhere 
else, testing will show you what 
are the arguments to use, and 
how you must use them, for an 
idea which works well for one 
article may quite likely not work 
at all for another article which 
appeared exactly the same. 

By testing you will find, not 
only in France but everywhere 
else, that, of two advertisements 
which seemed equally good, one 
is 40 times more effective than the 
other; or it may show that, in two 
magazines which, you had 
thought, were going to produce 
identical results, the same adver- 
tisement at the same cost in one 
of them has brought 70 times as 
much business as it has in the 
other 

In France and throughout the 


in planning 


press campaign 
By A. MARCELLIN, Research Department, Publicis 


ROM the advertising point 

of view the most important 

thing to remember about 
the French Press is the great 
change that has taken place 
since pre-war days. 

How many old familiar titles 
have disappeared’ Various de- 
grees of collaboration during the 
enemy occupation are respon- 
sible for this. Most of the sur- 
vivors are those who, for patriotic 
reasons, “scuttled” themselves on 
invasion or brought out “under- 
ground” editions during the occu- 
pation—a dangerous activity, for 
which many brave journalists paid 
with their lives or by torture. 
There are also several entirely 
new papers to fill the gaps left 
by those which have been sup- 
pressed 

The French Press was born at 
the beginning of the nineteenth 
century. Then, a small number 
of journals, all published in Paris, 
held sway. Little by little. how- 
ever, provincial papers challenged 
this monopoly until, at the begin- 
ning of the first world war. they 
were a power not to be ignored 
The picture then was: Five or 
six big “nationals” circulated 
from Paris over the entire coun- 
try; important “regionals” pub- 
lished in such towns as Lyons, 


Marseilles, Lille, Bordeaux, etc.; 
the “locals,” covering one de- 
partment or a fraction thereof. 
These regionals and. particu- 
larly the locals. only too often de- 
served the disparaging term rag 
which was applied to them; they 
competed very poorly with the 
nationals so far as news, editorials 
and presentation were concerned. 
Their influence was mainly due 
to local appeal and the late 
ar ival of the Paris journals. 
During the two wars, certain 
improvements were made in the 
organisation of the provincials. 
The Occupation conditions accel- 
erated this evolution. The isola- 
tion created by the “line of 
demarcation” gave the more re- 
mote journals an opportunity ‘to 
come into their own, untroubled 
by competition from Paris. 
Thus, after the Liberation, we 
saW an entirely new situation, in 
which, with a few exceptions in 
the purely political field, French 
newspaper readership was divided 
into strictly regional spheres. 
The more important provin- 
cials now have such an excellent 
news service and are so quickly 
off the machines that. with all its 
rapid transport facilities, the 
Paris Press can only put itself 
on sale well after the regionals 
have appeared. Thus, the former 
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whole world you will find, by 
testing, that the masses show little 
reaction to anything in the nature 
of abstraction, synthesis or 
allegory, and that they are alive 
only to things that are simple, 
natural and full of life. 

And, after all this, you will 
ask yourself whether it is by pure 
coincidence that, in France as in 
other countries, all those firms 
which test the results of their pub- 
licity use a style which is adapted 
from the Anglo-Saxon technique; 
while those firms which prefer 
handsome designs, brilliant ideas 
and sonorous wording are pre- 
cisely the ones which rely on their 
own judgment, or on that of their 
friends, to measure the value of 
their publicity. 


nationals now occupy second 
place, although they should not 
be under-estimated for they have 
their faithful adherents spread all 
over France, especially in the 
political field. 

This new situation sets a com- 
plicated problem so far as adver- 
lising coverage is concerned. 
Whereas in 1939 the Parisian and 
provincial Press could be re- 
garded as about equal in reader- 
ship with, perhaps, a slight ad- 
vantage for the former, now the 
provincials predominate to such 
an extent that they must be 
thought of first for any campaign 
where complete coverage is re- 
quired. 

However, when one considers 
the immense number of dailies, 
bi-weeklies and weeklies making 
up the whole of the provincial 
Press, the job of planning com- 
plete coverage is far from simple. 
Leaving out the periodicals and 
specialised publications, which 
are in a class by themselves, it 1s 
often necessary, for coverage pur- 
poses, to add to the Paris and 
provincial papers a whole list of 
trade-unionist, sectarian and 
agricultural publications very 
difficult to check. 

It is comparatively easy to 
obtain circulation and readership 
data on France-Soir and La Voix 
du Nord. It is just as difficult 
to investigate the value of 
L’Eclaireur du Gatinais, Rouergue 
Republicain and the other four 
or five thousand of limited but, 
nevertheless, powerful readership 
and influence. 

Only the well organised agen- 
cies are competent to furnish in- 
formation and advice on this 
heterogeneous collection of media. 
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Our 
aim... 


. is to catch your eye and draw your attention. It seems 
that we succeeded, since you are reading this text. But this, of 
course, is not enough... and advertising should go far beyond : 
... it must create needs, inform, convihce and direct prospective 
buyers. 


ADVERTISING IS PUBLICIS’ BUSINESS. 


20 years experience, scientific methods used by creative 
technicians, are the basis of PUBLICIS” effective campaigns. 


PUBLICIS can do for you what it did with success for 


BRITISH INDUSTRIES FAIR (FRANCE, COLGATE DENTAL CREAM, PALMOLIVE 
SOAP, SINGER SEW NG MACHINES, LC.I. (PHARMACEUTICALS) (FRANCE), SLOAN 
LINIMENT, CYMA SWISS WATCHES AND IN FRANCE : ANDRE SHOES, LEVITAN 
FURNITURE, BRUNSWICK FURS, TIMOR D.D.T., O.C. B CIGARETTE PAPER 


PUBLICIS 


PUBLICIS (France) Ltd. 
52-54 Leadenhall Street 


London E.C. 3 
Telephone : ROYAL 2240 


PUBLICIS S.A. 75, CHAMPS-ELYSEES, PARIS-8 - TELEPHONE: BALZAC 78-00 (+) 
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with this one magazine—Fr 


For entering the French market at reasonable 
cost and with complete national coverage, 
SELECTION du Reader’s Digest is an 
almost pertect advertising instrument. 

With a monthly sale now amounting to 
980,000 in Paris and the Provinces—and an 
average of 4.7 readers per copy—SELEC- 
TION’s audience far exceeds that of any other 


magazine in France. 
jo ~~ -< 


Facts to measure by 


In terms of “composition,” each 100 of 


SELECTION’s readers breaks down into: 
Class A - 9; Class B - 41; Class C - 43; Class D - 7. 
In terms of “penetration,” SELECTION is 


read by 30°,, of Class A as a whole, 18°, of 


Class B, 14°,, of Class C, and 6°, of Class D. 
And the distribution of circulation in cities, 

towns, and villayes across France accords 

almost exactly with the distribution of the 


national purchasing power. 


You reach 4,600,000 
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Putting more power into 
limited budgets 
SELECTION offers you the means of reach- 


ing the cream of the mass market. It constitutes 
literally a campaign in itself for the advertiser 
with a limited budget. 

You have your choice of black-and-white, 
2 colours, or 4 colours—our Advertising De- 
partment will gladly supply rates and particu- 
lars. And our Statistical Department can give 
vou any up-to-date facts about the French 


market you may need. Just ask. 


CONSULT THIS SURVEY 


It will pay you to consult the “AUDIENCE 
STUDY OF 11 FRENCH PUBLICA- 
TIONS” conducted in June 1950 by the 
Institut Frangais d’Opinion Publique and 
published by the French sales manage- 
ment magazine VENDRE. This gives a 
bird's-eye view of magazine media values 
in France. Free on request through us. 


Sélection 


du Reader’ Digest 


216 BOULEVARD SAINT-GERMAIN, PARIS 7 


London Enquiries: THE READER’S DIGEST ASSOCIATION LTD., PREMIER HOUSE, HATT 
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TORPILLES HUMAINES A GIBRALTAR 

La guérison fess. 39 
de Raou! Nahe 

La vérité Sur le sexe aan 
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WOMEN READERS 
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HIGH 
EDUCATIONAL. 
LEVEL 


B & W ADVERTISING RATES 
Paris Edition - - - £146 per page 
Provincial Edition £247 per page 


Subject to maintenance of present exchange rate 


READER’S DIGEST EDITIONS Belgian, German, German Swiss, French Swiss, Italian, and 
In France, SELECTION du Reader's Digest is published in Scandinavian editions. 
three separate editions —Paris, Provincial, and Intercontinental Space in all these editions can be booked and paid for in London. 
(circulating outside France and serving French-speaking markets The Reader’s Digest Association Ltd. have made arrangements with 
around the shores of the Mediterranean). Space in these editions can the authorities whereby application for the necessary foreign currency 
be booked jointly or separately. Also available, for reaching the is made on behalf of advertisers. Invoices are rendered in sterling for 
Continent as a whole, are the equally valuable Reader’s Digest all contracts written in London. 


N GARDEN, LONDON E.C.1. Offices in ZURICH, BRUSSELS, STUTTGART, MILAN, etc. 
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The papers of Paris reach at 


of France’s population 


By H. MASSON-FORESTIER, Vice-President, Paris Press Syndicate 


N August, 1944, when Paris 

was liberated, all papers 

which had been appearing 
under German occupation were 
banned. A _ new Press was 
born. 

There were only four excep- 
tions. L'Aube, Le Populaire, 
L’'Humanité and Figaro ceased 
publication on patriotic grounds 
when France was over-run. These 
papers alone were allowed to 
resume under their old titles when 
the country was liberated. 

No new journals could appear 
without the approval of the new 
National French Press Federation 
and the authority of the Ministry 
of Information which was respon- 
sible for allocating newsprint. 

With the exception of Populaire 
and L'Humanité, which were 
deemed to have a special “mass 
appeal,” and were therefore given 
sufficient paper for a circulation 
of 300,000 each, the printing of 
all the other dailies was restricted 
to a Maximum of 180,000 copies 

Those journals which were not 
political party sheets were spon- 
sored by liberation movements, as 
their names indicate: Défense de 
la France, Franc-Tireur, Résist- 
ance, Libération. 

In August 1944 there were 16 
authorised dailies. Nine new ones 
came into being in the following 
quarter, 20 saw the light in 1945, 
and at the end of 1947 there were 
no less than 58 journals on the 
Parisian market. 


However, now, in 1951, there 
remain only 20, classed as 
follows: 15 political or informa- 
tive; 3 sporting; and 2 financial 
and economic. To these can be 
added a few published in langu- 
ages other than French, such as 
the Continental Daily Mail, and 
the European edition of the New 
York Herald. 

Since February 1947, official 
permission to publish has been 
no longer necessary. Supplies of 
paper, however, are still con- 
trolled by the Ministry of Infor- 
mation. 

The 15 political and informa- 
tion journals can be classified 
according to their political shade 
or character as follows: 

Aube — M.R.P. (Christian 
Socialist). 

Aurore—General 
tion. 

Ce Matin—Le Pays— 
Founded by the “De Gaullist” 
Movement. 

Ce Soir 
munist. 

Combat—Independent. 

La Croix—Catholic. 

Le Figaro—General Informa- 
tive. 

France Soir 
mative. 

Franc-Tireur — Democratic 
Republican. 

Humanité—Communist. 

Libération—Progressive 
(Neo-Communist). 

Le Monde (evening) 
eral Informative. 


Informa- 


(evening) — Com- 


Genera] Infor- 


Gen- 


TABLE I 
HOW CIRCULATIONS HAVE VARIED SINCE THE WAR 


Fan. 1945 Fan. 1946 Jan. 1947 Fan. 1948 
Aube (M.R.P . 148,000 180,000 57,105 
Le Populatre (Socialist 245,000 273,000 64,463 
Humanite (Communist) 7 9,000 266,771 


TABLE Il 

Fan. "45 

France-Soir 264,000 
Parisien Libere 222,000 
Le Figaro 231,000 
L’ Aurore 90,000 
Paris-Presse 200,000 


TABLE Il 


Franc-Tireur 


Ce Matin 
Liberation 


130,045 


All 1950 figures originate from the 
Ministry of Information. 


Le Parisien Libéré 
Informative. 

Paris Presse L'Intransigeant 
(evening}—General _Informa- 
tive. 

Le Populaire—Socialist 
S.F.LD. 

Between 1944 and 1950, circu- 
lation figures varied considerably. 
Table I shows the figures for the 
three political party papers. 
Auhe, Le Populaire and 
Humanité, the fluctuations being 
particularly striking. It is in the 
informative journals of a patriotic 
but non-political nature that one 
sees the largest increases (Table 


General 


Il). Other circulations are shown 
in Table IML. France-Soir, with 
675,761 as at November last year, 
has the largest circulation in 
France. 

To the figures given in the three 
tables can be added a large- 
circulating sporting journal— 
L’Equipe, with 279,080 (more on 
certain days during sporting 
events). 

There are also two racing 
papers — Paris-Turf and Sport 
Complet—an economic journal 

Les Echos—and one circulating 
in stock exchange and financial 
circles—L' Information. 

Following price fluctuations 
the combined circulations of the 
Paris Press fell from over six mil- 
lon in 1945 to less than five :ail- 
lion in 1950. 

One should note that it is only 
recently that circulation figures 
have become reliable. 

Net sales are checked regularly 
by the Office de Justification de la 
Diffusion, in collaboration with 
accountants responsible to the 
Press and the advertisers. The 
address is 27 bis, Avenue de 
Villiers, Paris (Federation 
Francaise de la Publicité), from 
whom all information can be ob- 
tained regarding the media 
registered with them. 

With a few exceptions, the 
Paris dailies have few subscribers. 
sales being made through agents 
and wholesalers. However, La 
Croix has 150,000 subscribers out 
of a total 165,000 circulation. 
Figaro 85.000 out of 420,000, and 
Monde 30,000 out of 163,000. 

Paris distribution is mostly in 
the hands of ‘“Messageries 
Nouvelles de la Presse Parisienne” 
and “Transports Presse.” 

From 1945 onwards there has 
been a steady increase in the size 
of Paris papers from two pages 
to a present day 6-10. The price 
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least a quarter 


also, on account of higher over- 
heads and paper costs, has risen 
from one franc fifty to ten francs 
per copy. Moreover, most of the 
papers, in spite of the low price, 
depended in 1944/5 solely on 
their sales for revenue, advertis- 
ing being forbidden owing to 
paper shortage. Now, advertising 
has become not only necessary 
but indispensable. 

This situation can be better 
understood in the light of news- 
print prices—1938: 3,000 francs 
per ton; 1944: 7,000; 1948: 
32,500; 1951: 57,250. And further 
increases are threatened! 

The method of charging for 
advertising rate is per six-point 
line. Only one—Paris-Presse—has 
attempted to adopt the millimetre 
system, but its example has not 
been followed. 


Paper Shortage 
May Mean Rationing 


Up to now, paper supplies have 
been adequate to accommodate 
all advertisers. A certain shortage 
in the near future is foreseen, 
and some rationing may become 
necessary. 

The essential difference between 
the Press pre-war and to-day is a 
marked tendency towards a lesser 
concentration of circulations. In 
1939, Paris Soir printed over 2 
million copies, Le Petit Parisien 
more than a million. In 1950, 
the largest Paris circulation— 
France Soir — was less than 
700.000. It is the same in the 
provinces — smaller circulations 
and a greater number of medium 
circulations. However, it is a case 
of the survival of the fittest. 

Regional distribution has 
changed since 1940, when most 
Paris journals had a national sale. 


Now, only Figaro, L’Aurore, 
France Soir, Paris Press, Le 
Monde and _ certain extremist 


publications are national. The 
remainder are regional, covering 
Paris, its suburbs and an area up 
to 100 kilometres around. 

Sales per capita of Parisian 
papers are greater than those of 
the provincialsk—one copy for 
every two inhabitants, compared 
with one for every four. Cover- 
ing at least ten million out of a 
total population of forty, the 
Paris Press, even though only a 
small part of it can be regarded 
as national, is an extremely im- 
portant factor in advertising. 
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Advertisers Announcement 


France Supplement—ADVERTISER’S WEEKLY 


WHEN CHOOSING YOUR ADVERTISING AGENCY 


In France, there are 3 points 
to remember. 


Ia France as in any other country 
the best way to get good sales 
results would be, of course, to go 
and pay a personal visit to 

the hundreds, the thousands or 

the millions of people you 

would like to have as customers. 
Nothing can replace the spoken 
word, or direct contact. 
Unfortunately, that is impossible. 
That is why you must advertise and 
why your advertising should contain 
these three elements, 

so as to take your place 

as well as possible. 


ot The copy must tell the same tale as 
you would to “pull off” a sale 


,/ Advertisements, posters, sponsored radio, 


or film shorts should all be built around 
copy, not around illustrations. 
In France too, the copy must be written ina style 
familiar to the man in the street, and carry with 
it the same arguments that you vourself would use 
to convince a possible buver. Don’t torget the 
reader has only just so much time to spare you ; 
get your point understood as soon as possible, 
otherwise should ycur reader have to think-too 
long, he won’t tind time to read your messege 
thoroughly. 


traf, The layout must be designed to lead the eye 
agreeably through the copy 


: é A good layout should help the reader to 
, understand the copy. In the same way, illus- 
trations should be used entirely to the purpose ot hel- 
ping along your message otherwise they are useless. 


Iu ein tees are 3 points 
to remember 


From start to finish, test, test, test again!... 


All advertising material must be tested 

before, during and after publishing, 
because in France too, thousands of pounds 
can be, and are often, litterally thrown away on 
advertising. 


E FU L Before entrusting your publicity 
4 CAR . to a french Agency, ask them 
B about the Droit de Suite’’ and the 
“Indemnité de Dépossession’’. 
This is a point of law particular to the adverti- 
sing profession in Frarce. 

Supposing that you have passed your orders through an 
agency and then, for one reason or another, you want a change. 
Your second agent would be obliged to pay your former agent 
an indemnity which may he very considerable. Not wishing to 
work for nothing, your second agent might well refuse to 
accept your offer, and you would finally have to carry on with 
your first choice, good or bad. When dealing with an agent in 
“France, get him to give up his “droit de suite” etc... which 
might well become a source of trouble to you later on. If he 
is confident in his own ability to be of service to_you, he wont 

be afraid of your leaving him. 


Agence 
Yves Alexandre 


pusLtrerire 


160, BOULEVARD HAUSSMANN 


PARIS-6* CARNOT 57-95 
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HE French internal trans- 
port systems have been 
modelled through the 

centuries on the physical, econ- 
omic and political geography 
of a country of which Paris is 
the hub from all three view- 
points. The traveller, indus- 
trialist and merchant in France 
are, in fact, offered highly 
developed transport facilities 
which should meet all needs. 


1. Internal Navigation 
The French waterways are 
based on: 

The five navigable rivers and 
their tributaries. 

Extensions of these axes into 
industrial zones with heavy 
traffic. 

The density of the navigable 
network is stronger than that of 
industry itself; all the zone 
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meet all business needs 


By a Special Correspondent 


Internal transport facilities to 


between the Seine, Jura, Rhine 
and the northern frontier is par- 
ticularly well served, Where 
there is contact with Belgium, it 
is closely linked up with the 
navigation system of that coun- 
try. This first zone continues 
into the central industrial basin 
of the Loire, connecting to the 
Atlantic by the Loire, and to the 
Mediterranean by the Sadéne and 
Rhone, the regions of Bordeaux 
and Marseilles being linked by 
the Canal du Midi and the 
Garonne. 

In 1939, the network totalled 
approximately 6,000 miles. At 
the Liberation, 5,000 miles had 
been rendered useless through 
damage to locks and barrages 
and bridges. Vessels also paid 
a heavy toll—5,000 tugs, barges 
and pinnaces being destroyed or 
put out of action. Reconstruc- 
tion is still incomplete, but 
repairs and renovations have 
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enabled the waterways to be used 
again on a scale almost equal to 
pre-war. 


Il. Overland Transport 

Roads—\n 1939 there were ap- 
proximately 50,000 miles of well- 
kept national highways, 156,000 
of departmental main — and 
225,000 of by-roads. Jamage 
and neglect " dulae the a Central post at Dijon which 
resulted in a very bad general] Controls an important section 
state in 1945, but to-day the of electrified main line. 
general efficiency has been res- 
tored, there remaining only a 
few temporary bridges. 

The surface quality and signal- 
isation are excellent, and im- 
provements are constantly taking 
place, such as abolition of level 


and 750,000 trucks under public 
ownership. 

Railways—The French rail 
system is made up of the French 
National Railways—a combine 
crossings, introduction of by- formed in 1937 of the five largest 
passes and widening of exits from ©°™Mpanies, and a certain number 
cities. of secondary systems representing 

There are approximately bout 5,600 miles. These latter 
2,200,000 vehicles on the French ‘clude various mountain and 
roads, including 20,000 coaches (Continued on page 22) 


LA VOIX DU NORD 


NORTHERN FRANCE’S GREATEST DAILY NEWSPAPER 


NET PAID CIRCULATION 
(Controlled by O.J.D.) 


281,430 


The Richest Market... 
The Largest Circulation. . . 


The Lowest Milline Rate 


LILLE - 8 Place de Gaulle 
London Representative - Albert Milhado & Co., Ltd., 140 Cromwell Road, S.W.7 


PARIS - 77 Champs Elysees 
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WITH FRANCE 


THERE is good news for those who trade with France or the Continent 
in general, whether as exporters or importers. This summer the new 
M.V."St. Germain” will start running on the Dover — Dunkerque 
train ferry service. 


This worthy modern addition to the present fleet will make it possible 


for the train ferry service to deal promptly with all traffic offering by 
this route. 


The “St. Germain” is powered by diesel engines and presents an entirely 
different silhouette from that of the other Dover— Dunkerque train ferries. 


Remember that these fine vessels reduce transit times and the risk of 
loss or damage as they do away with the necessity for loading and 
unloading goods on each side of the Channel. 


For all information apply to:— 


THE FREIGHT INFORMATION SERVICE 


FRENCH RAILWAYS L’ 


179 PICCADILLY - LONDON : W:-1 


TELEPHONE: RFGENT 0135 4 
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telepheric railways in tourist 
centres, 

The Société Nationale des 
Chemins de Fer Frangais contro!s 
approximately 26,000 miles of 
track, of which more than two- 
thirds were rendered useless dur- 
ing the war. This damage was put 
right With amazing rapidity after 
Liberation, and already’ in 
August 1946 passenger and goods 
traffic were moving freely. It was 
an opportunity for the Société 
Nationale to introduce, with re- 
construction, many technical jim- 
provements, thus demonstrating 
that the railway is a perpetually 
young means of transport. The 
service now offered is in many 
respects superior to that of pre- 
war days. 

A considerable effort has been 
made to reorganise goods traffic, 
rendering it more economical. 
quicker and safer. There are 
now three separate services: 

1. Package service. 

2. Complete — rapid 
service. 

3. Ordinary 
service 

For packages, the warehouses 
have been reconstructed on a 
highly mechanised basis. For 
complete trucks, the two systems, 
rapid and ordinary, have been 


truck 


complete truck 
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INTERNAL TRANSPORT FACILITIES 


(Continued from page 20) 


entirely separated so that there is 
no confusion of traffic and a 
minimum of shunting. Every 
effort is made to obtain the 
greatest efficiency from the per- 
sonnel and rolling stock. For 
instance, the average daily jour- 
ney for locomotives has risen 
from 47 miles in 1938 to over 
56 in 1949 for steam, and from 
110 to 138 for electric. 

For passenger traffic, new pro- 
totypes are constantly coming 
from the workshops and put on 
trial to find the maximum of 
comfort, speed and lightness 
(pneumatic wheels,  air-condi- 
tioned carriages, adjustable seats, 
etc.). Apart from the rails, sub- 
sidiary services have also been 
greatly developed. Railway 
coaches are operated for remote 
but interesting beauty spots, and 
in the cities there is a shuttle 
service of buses and private cars. 

A container service has also 
been inaugurated, permitting 
transport of goods from door to 
door without separate handling. 
Plans are afoot to extend this to 
complete trucks, by a special 
road-rail trailer system. 

In co-operation with British 
Railways, this principle of avoid- 
ing trans-shipment has_ been 
adopted between the two coun- 


ah 
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Part of a stretch of line near Dijon which has been equipped 
to allow trains to run in either direction on both “‘up” and 
““down”’ tracks. 


tries. The ferry-boat service 
between Dunkirk and Dover has 
proved satisfactory, and 1951 will 
see a new unit, the m/v “St. 
Germain,” which will show that 
the capacity of cross-channel 
transport is no longer limited by 
shipping capacity. This innova- 
tion will amount almost to a 


ever may _— up to-morrow. 


tunnel “over” instead of under 
the channel. 

It will be seen, therefore, that 
the traveller and business man 
will find in France a transport 
system devised to satisfy any 
problem arising to-day, and an 
adaptability to cope with what- 
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68 RUE MAZARINE, PARIS 6e 


DANton 76-14 (3 lines) 


Send for free details of our latest ‘Notice 50°’; also 
for statistical maps of French market. 
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DIRE 


Over,87 years of experience 
in FRENCH DIRECT MAIL 
PUBLICITY has made the 
name of ‘BASTIDE’ 


@ Asynonym for honesty 


@ A guarantee of efficiency 
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TO SELL TO FRANCE ADVERTISE IN 
LE FIGARO 


FAMOUS INDEPENDENT PARIS DAILY 


Leading French newspaper in respect of total 
advertisement revenue and lineage received. 


NOTE THESE FACTS BEFORE FINALISING YOUR NEXT 
FRENCH ADVERTISING BUDGET 


All the figures and percentages indicated below are the outcome of researches and 
studies made by the following recognised authorities: 


A. The Institute for the study of French and Foreign Markets 


B. L’Echo de la Presse et de la Publicite (A leading French advertising trade 
publication) 


C. O.J.D.—the French equivalent of Britains A.B.C. 


Average daily nett sale over 6 months 422,332 (‘A’ above) 
Number of subscribers 80,000 (‘A’ above)—Iin February, 1951, more than 84,000 


BREAKDOWN IN TERMS OF FRENCH ZONES (‘A’ and ‘C’ above) 
Paris and environs 44°, N.E. France 21°, N.W. France 13°, 
S.E. France 14°, S.W. France 8°, 


READERSHIP ANALYSIS 


Regular Irregular Regular Irregular 


Male or Female readers readers Inhabitants—Towns and ct readers readers 
Men... im ee ont o> a 59% Less than 2,000 és ; one 20%, 
Women sets Cats | loom, oe 2,000 to 5,000 . enn. 8%, 

5,000t020.000 .. ... ... 1% 12% 

By age 20,000 to 100,000 a ~ «oo Se 24%, 
Sto Myears... ...  «. «- DY WY More than 100,000... =... ... 49% 36% 
ee Social Classes 
Setiven.. « « . a Be Wereeds « «ss ine 2G ee 

Middle class... ove a » 2 319 
65 and over ... bes om «. i 9% Lame Cnhiie | se = = 64 364 

By heads of families Poor... aes ws IG 7% 
Were see ne ee! 8% In possession of 
a oe ee ee | ee House 000 0. aes eee OH EY 
Industrial kee ees MyM ee Gere 4% ih 
Agricultural... ny, "7 -- 8% 10% Washing Machine... % eo 13% ef, 
Without profession ... a ee 10% Refrigerator ... ais a eo 23% 20%, 


There are 16 Parisian daily newspapers. Of their combined average daily circulation 
since September 1950, LE FIGARO commands 10-5°,. Of their total lineage of 
advertising appearing between May and December 1950, LE FIGARO carried 18°. 


LE FIGARO 


PARIS, 14 Rond-Point des Champs-Elysees Telephone Elysees 98-3i 
LONDON, Office 1.R.A.M Ltd. 154 Strand WC2. Telephone Temple Bar 3272 
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The technical -press is a quick and 


economical route to the customer 
By ROBERT LAJEUNESSE, President, French Technical Press Syndicate; : 


Vice-President, National Federation of the French Press 


ITHIN the Fourth 

Estate in France are the 

large Paris and provin- 
cial dailies, and the weekly 
“illustrateds”’, all full of topical 
news, but none of them, unless 
by accident (and then in a super- 
ficial way), dealing with specia- 
lised industrial matters — dis- 
coveries, inventions, works of 
art and of literature. 

That is quite understandable— 
the more popular papers cannot 
risk boring large sections of their 
readers. 

But there is also in France a 
host of “class” and_ technical 
publications covering commerce, 
science, industry, medicine, the 
arts, sports, travel, motoring, 
tanning, factory management, the 
sale of toys, road upkeep, pub- 
licity, etc. 

This specialised Press pays 
little attention to the politics of 
its readers, except perchance to 
point out a common ground of 
conciliation in which common 
interests can be defended. Per- 


haps one could almost imagine 


it as the Press of the future. 

“Technical and Specialised” —it 
is really an abuse of the word 
“technical.” For the truly tech- 
nical paper is of interest only to 
the scientist or technician. The 
readers of the so-called technical 
Press are of a much wider char- 
acter. They really comprise all 
the specialists in a given pro- 
fession or trade. Nevertheless, 
the technical Press can be said 
to prolong the higher technical 
education which has been so well 
developed in the past 30 years. 

That is all the more reason 
why advertisements in this class 
of publication should be regarded 
as especially important. It is not 
just a question of thinking up 
original phrases and slogans for 
a vast, largely uninformed public 

one has to express oneself 
clearly and logically to readers 
of high educational standards 


and possessing varying degrees 
of technical knowledge. 

Trade advertising is a true test 
of editing, as'well as of sincerity. 
A big industrial buyer recently 
confided to me: 


“I judge a firm by the con- 
scientious accuracy of the ad- 
vertising it places in_ the 
journals of our trade.” 
Between the technical Press 

and the advertising world there 
is a close and reciprocal bond. 
Advertisers need this type of 
publication to reach quickly 
their direct customers in the most 
economical way. The technical 
Press could not exist without ad- 
vertising revenue and, moreover, 
actually needs its advertising 
pages as a live, illustrated com- 
plement to its editorial columns. 
Just imagine an ironmongers’ or 
grocers’ journal without one 
single advertisement, or a literary 
review brought out without the 
co-operation of the publishers’ 
trade! 

The French technical and 
specialised Press is very original 
and individualistic, and therein 
lies its value. No doubt, if 30 or 
40 publications were to standard- 
ise their size and make-up, alter- 
nate their press dates, merge 
their administrative organisations 
and use the same printer, life 
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would be much easier and more 
economical for them. 

But they would lose their 
character. Standardisation and 
co-ordination for them are out 
of the question. Never mind the 
inconvenience! In return, there 
are individuality and personality, 
just as there are in the realms of 
industry, commerce, science and 
art. 

Originality of presentation is 
also a great factor in loyal 
readership, both at home and 
abroad. The reader (or should 1 
say, the user) likes to see the 
same distinctive cover in his 
morning mail. If only our govern- 
mental leaders realised a little 
more fully the value to export 
trade of overseas circulations of 
technical journals, they would be 
more solicitous towards them. 

The whole prestige of France 
abroad depends largely upon the 
specialised Press. A_ historical, 
metallurgic, furnishing, literary 
or fashion review is, whether one 
likes it or not, a tiny piece of 
national culture. It does not pay 
to neglect such ambassadors at a 
time when cultural exchanges are 
considered to be one of the 
essentials of civilised progress. 


The French Technical Press 
Syndicat, 6 bis, rue Gabriel 
Laumain, Paris, 10, will willingly 
supply readers of ADVERTISER'S 
WEEKLY with the titles and ad- 
dresses of technical periodicals 
in which they are interested. 


Europe’s Largest 
Toternational Trade Fair 


This gigantic Fair presents Industry with a wide survey of world 
markets and International production. 
Business men about to launch new products on the Continent or seek- 
ing information of the latest trends in their particular Industry will 
~ find an enormous amount of valuable data at THE PARIS FAIR. 


HK OVER 10,500 EXHIBITORS 


FROM 24 COUNTRIES 


FROM APRIL 28 TO MAY 14 


which is presented to those having exhibited 


3 OTHE LARGEST FAIR IN THE WORLD 
OCCUPIES OVER 


* 2,500,000 VISITORS WENT TO THE 1950 FAIR 


Over 3,000 exhibitors already hold this medal 


at the Paris Fair for 10 consecutive years. 


Ask for details from The Information Office 


PARIS FAIR, 4, PARK LANE, LONDON, W.I. GROSVENOR 5480 


125 ACRES 
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ST ETIENNE’S 


two foremost papers... 


1. LA DEPECHE 
2, L°ESPOIR 


Coverage is the entire 
markets of CENTRAL 
and 
S. EASTERN FRANCE 


Wie 
A x 


Advertisement rates from 


12, rue GERENTET, ST ETIENNE 
and all branches of AGENCE HAVAS 


The Leading Daily 
of the MIDI, that 


important French region AIR INDIA INTERNATIONAL LTD. 
BARBER GREENE COMPANY 


stretching from the Rhone BOB MARTIN’S EXPORT LID. 
‘>. CHESEBROUGH MANUFACTURING COMPANY 


in| GENERAL MOTORS AC PLUG DIVISION 
to the Pyrenees. | GENERAL MOTORS OVERSEAS DIVISION 
GILLETTE RAZORS AND BLADES 

, , ;, i. GLYCO-THYMOLINE ¢ 
Biggest circulation and | INDEPENDENT PNEUMATIC TOOL COMPANY 

. KESTOS BRASSIERES AND GIRDLES 

good-class readership. | @caman seam 
OLIVER CORPORATION 
PRUNIER RESTAURANT 
ROYAL MAIL LINES LIMITED 
SIMPSON PICCADILLY LID. 
TUDOR BATIERIES 
YARDLEY AND COMPANY LID. 


AND MANY LEADING FRENCH ADVERTISERS 


Midi Li 
idi Libre 
Grand quolidien d'information du CWidi AGENCE JEGU 


INTERNATIONAL ADVERTISING 


MONTPELLIER - 12, Rue d’Alger MARKET RESEARCH 


PARIS — 26, Rue Feydeau (CEN. 50-56) ti cas den 0 @ 
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By RENE DUBOIS, General Secretary, Provincial Dailies Syndicate 


HE French Press is in’ no lower than 10 per cent of 
peril, but it is not mori- — pre-war. ; 
bund, as reported in many Although the decline of the 


French Press is only legendary, it 
has nevertheless undergone many 
vicissitudes over the past few 
years. There is, of course, the 
encroachment of attractive 


quarters. 

Its precarious position arises 
from rising costs, and in par- 
ticular the world price of news- 
print. The dailies are faced periodicals from Paris, and the 
with the alternative of reducing = iatroduction of the “digest” type 
their pages or increasing selling of publication along American 
prices. lines—ideal reading matter for a 

The former solution would ong railway journey! But it is 
reduce them to a mere informa- Within the daily Press itself that 
tion sheet with a few advertise- the greatest change has occurred. 
ments—the second would mean Before 1914 there were as many 
large sacrifices in readership. as 230 provincial dailies, but their 
These sombre prospects are not Coverage Was Very local. Some 
exclusive to France. 170 of them printed no more than 


At the moment, readership in 10.000 copies and only eight 
France is fairly secure. The pro- exceeded 100,000. These latter, 
gressive rises in selling prices over published in Lille, Lyons, 
the last 15 years have resulted in Marseilles, Toulouse and 
temporarily reduced circulations, Bordeaux were the only ones 


The Paris 
“national” at 


covering large areas. 
Press being truly 


but these have been mostly made 
up, since the all-round figures are 


Advertiser’s — 
Weekly 


will publish 


SPECIAL 


INTERNATIONAL 
ADVERTISING 
CONFERENCE 


NUMBERS 


Write or telephone for descriptive 
folder giving complete details of dates 
and Conference issues programme. 
Advertisement Director, Advertiser's 
Weekly, 180 Fleet Street, London, 
E.C.4. - «+ Tel.: CHAncery 8844 


Book Your 
Space NOW 


How provincial dailies are growing 


in circulation and influence 


that time, was competing with all 
departmental journals throughout 
France. It was considered a 
necessary adjunct by all those 
who were not satisfied with purely 
local news. 

Printing developments after the 
first world war resulted jn the dis- 
appearance of many local sheets, 


which were replaced by new 
“regionals” centred on such 
towns as Rennes, Nancy, 
Grenoble, St. Etienne, Rheims, 
and Tours. Direct telegraphic 
lines with the capital enabled 


news services to be improved. 

These and various other devel- 
opments enabled the “regionals” 
to compete on their own ground 
with their Parisian contempore 
aries. Finally, the rise in news- 
paper prices in 1936 forced most 
provincial readers to make a 
choice one way or the other. With 
the exception of Paris Soir, which 
was bought generally for supple- 
mentary “magazine” reading 
rather than for pure news, the 
provinces opted for their own 
journals, as more adequately 
filling their needs 

During the last war the Nazi 
occupation and division of 
France into zones only served to 
help this movement. Resigned to 
unreliable news and censorship. 
the reader just “lived for the day” 
and the daily food announce- 
ments, which were provided only 
by the regional Press in 84 depart- 
ments. After Liberation, bad 
communications and prolonged 
rationing maintained the status 
quo. Titles changed, but the 
provinces remained faithful to 
“their” Press. 

Now, in 1951. the provincial 
dailies are running off a daily 
combined total of 6,650,000, as 
against less than § million ten 
years ago: the Parisian dailies 
have dropped from six to just 
over four million, of which only 
an eighth goes out of the “Ile de 
France.” On the other hand the 
influence of the “regionals” 
begins to be felt in areas little 
more than 50-60 miles from the 
capital-—at Chartres, Montargis. 
Sens. Chateau - Thierry. Mont- 
didier and Pacy-sur-Eure. 

The provincials are predomin- 
ant in 85 denartments of more 
than 34 million inhabitants. 
Numerically they have been de- 
nleted in the last decade, but as 
shown by the table reproduced 
on this page. individual circula- 
tions have grown considerably. 

Densitv of coverage in relation 
to povulation varies. In Alsace- 
Lorraine it reaches one copy per 
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three inhabitants; in the North, 
one per four; one per 10 in La 
Lozére and Hautes Alpes. No- 
where does it reach the density 
of the “Parisians” in the capital 
and suburbs, but then Paris also 
has multiple buying habits and 


purchases evening as well as 
morning papers. 

Only Marseilles, Nice. 
Toulouse, Lyons and Saint 


Etienne have afternoon journals. 
and the largest—-that of Marseilles 

only just exceeds a circulation 
of 50,000 copies. The French 
provincial buys only one daily, 
and that is generally in the 
morning. 

I do not think the Paris Press 
will ever regain what it has lost. 
The present situation is not a 
fortuitous one—it is a_ logical 
evolution oyer many years. The 
revolution in printing and produc- 
tion techniques is no longer the 
monopoly of Paris. 

Even if the future is shaky 
from a financial point of view 
where some of our papers are 
concerned, there are plenty of 
provincial dailies which are stable 
enough. Their comparatively 
economical editing costs, distribu- 
tion expenses, and so on, all help 


to limit the precariousness of 
their existence. 
The symptoms that ail our 


provincial Press are complex. Its 
honours are unsung, both at home 
and abroad. Press commentaries 
in France and elsewhere, the 
French national radio and the 
B.B.C. quote as a matter of course 
the “leaders” of Le Monde, 
Figaro, Combat, L’Aube and Le 
Populaire. One hardly ever hears 
of La Voix de Nord, Le Progrés 


du Provencal, La Dépéche or 
Paris-Normandie. 
Through a longstanding and 


habitual modesty, the star of the 
provincial Press has hardly yet 
begun to shine through. It is the 
victim of its new accession. How- 
ever, the past three years of 
efforts by the Syndicat des Quoti- 
diens Régionaux (Provincial 
Dailies Syndicate) are bearing 
fruit. The governments of France 
and other countries are recognising 
our paramount place. It only fol- 
lows for industry and commerce 
(in other words, the advertisers) 
to recognise the truth also. 

You cannot conquer the French 
market by basing all your opera- 
tions on Paris. For an American. 
measuring France on the scale of 
the United States and comparing 
it with Texas, this is a fact 
easily grasped. But for a British 
exporter, whose country is more 
akin to ours in space and dimen- 
sion, it may come as somewhat 
of a revelation. 


CIRCULATION FIGURES 
FROM THE PROVINCES 


i 


| Number of Papers 
1989 1 


Circulations 195 
More than 400,000 0 1 
” +» 200,000 5 5 

” +» 100,000 11 4 

” » 50,000 13 18 

” » 25,000 19 27 

% 10,000 40 25 
Less ss 10,000 59 22 
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NOTE. THESE FIVE FACTS 


Concerning 


RADIO- 
LUXEMBOURG 


RADIO-LUXEMBOURG is the 


most powerful commercial station 


in the world (150 kw). 


RADIO-LUXEMBOURG is heard 
throughout the whole of France 


and Belgium. 


3. RADIO-LUXEMBOURG is the 
station most used by French 
listeners (a research enquiry in 
December 1950 established this 
fact). 


RADIO-LUXEMBOURG 
GROUP has an audience of more 
than 10,100,000 (French, Belgian, 
Swiss, British), 


AGACHE (teanies) 


5 Out of the 25 most popular AIGLE (meubies 
° AIR LIQUIDE 


ARCHES (papiers) 


| 
programmes chosen by French J) “™ = 
listeners, 17 ate broadcast by | 
RADIO-LUXEMBOURG. Ei eakeesaae 


| BELLE JARDINIERE 
(Paris) 


BAS LYS 


BLIZZAND (Imper ) 

* BOZEL MALETRA 
CARTONNAGES ifed des) 
CEMO! (chocolat) 


Cie ELECTRO. MECANIQ 


Full details of rates, etc, from: 
INFORMATIONS et PUBLICITE 


3, Place de Valois, Paris, 1er. Pencepecimmncsags 
Tel: CEN. 42-81 & GUT. 41-16 | a : 


COMPTOIR DE L'INDUST. 
COTONNIERE 


| CONTE (crayons) 


ETHEL (Matt) 
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A Frenchman is an 


**ondividualist’’ 


He has his habits, 


his fads ; 


A mind, well-developed, 


Gaining his confidence means 


critical. 


understanding him. 


* Understanding’ is a business 
for those who know him well... 


Our business — 


CONSEILS en PUBLICITE sv 


Our principal clients are SOLLAC 


shown alongside. 


FOIRE DE BALE 

FOIRE DE STOCKHOLM 
GRAMINOL 

HIMALAYA (useus) 
JOSEPH MILLIAT 


KRONENBOURG (bieres) 


TIRARD 
LUTERMA 
NOEL ERNAULT TOILE D'AVION 
NORDEST VEGETALINE 
OVOMALTINE VICHY (Cie Fermere) 


PATE ECLAIR 


PLANUS (organisation 


RACINE 


RAFFINERIES DE St LOWS 


RICHIER (Tray Pub 


RONOT 


RUBIS (bas) 


SALVATEX 


SAINT GOBAIN 


OUIDRA 


TECALEMIT 


THE DE L’ ELEPHANT 
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XCELLENT results can 

be obtained from the use 

of direct mail in France. 
To succeed, it is first of all 


advisable to study the way in 
which 
population can be broken down. 
There are some 38,000 communi- 
ties in France and they can be 
classified as shown in the table 


the distribution of the 


produced on this page. 
This breakdown accounts for: 
The high number of retailers 


nearly two million. For 
example, food stores: 150,000 
independent retail grocers, 


apart from chain and co-opera- 
tive branches. 

The low purchasing power of 
retailers in smaller localities. 

The elementary necessity for 
the seller of a British product 
in France to study from the 
start how consumers are distri- 
buted among individual re- 
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ee. | ee, 


tailers and retailers 
wholesalers. 

The population of France totals 
40,517,923 inhabitants, including 
1,670,729 foreigners. These can 
be grouped as follows: 

A—Paris. which accounts for 
some 15 per cent of the total 
population: 


among 


City ois . 2,725,374 
Suburbs (15 miles 
radius) 2.050.337 
Outer districts (15- 
25 miles) 1,354,289 
6,130,000 
B--The 22 towns of over 
100,000 inhabitants (not includ- 
ing Paris) with a_ total of 
3,855,000, or approximately 9% 
per cent. 


For products destined for the 
urban market, it is therefore pos- 
sible to make direct mail tests on 


TES CHAMPS ELYSEES : CBT PARIS 
40 CROAWEL ROMD 15 BERT AILANDD 


. .. who represents the leading 
French newspapers, weeklies 
and magazines. For any adver- 
tising campaign 
ALBERT MILHADO & CO., 

LTD. will be able to help you. 


MATCH’, 


Please consult MILHADO who is the sole 
representative of 
‘LE PARISIEN LIBERE’, 
GRES DE LYON’, ‘LA VOIX DU NORD,’ ‘PARIS 
‘CARREFOUR’, 
‘AGENCE ECONOMIQUE & 
‘AVIATION MAGAZINE’ and many other dailies, 
weeklies and trade journals. 


ALBERT MILHADO & CO. LTD. 
140 CROMWELL ROAD, LONDON, S.W.7 | 
Telephone: WEStern 3127/8 | 


in France, 


‘CE MATIN’, ‘LE PRO- 


‘L'INFORMATION’, 
FINANCIERE’, | 


How to use direct mail to promote 
your products in France 


By PIERRE-GEORGES BASTIDE, Honorary President, French Direct Mail Association 


wholesalers, retailers and con- 
sumers in accordance with these 
proportions. 
The active population can be 
classified as: 
(a) Wage-earners 
Agricultural workers 8,000,000 


Industrial 8,000,000 
Commercial - 2,500,000 
Functionaries 2500.000 


The purchasing power of black- 
coat workers and functionaries is 
pretty well constant throughout 
the country. That of agricultural 
and industrial workers varies 
considerably according to region. 

(b) Professional (architects, 
lawyers, doctors, etc.). 
(c) Merchants and Industrial- 
as follows: 
approx. 2,100,000 firms with 

1—S employees; 150,000, 6—20; 

40,000, 21—100; 9,000, more 

than 100. 

These figures all show how 
difficult it is to make adequate 
contact with certain categories of 
potential customers, owing to 
their widespread geographical 
placing. But the “paper sales- 
man”—the direct mailing piece- 
penetrates everywhere and as 
often as required. 

These professions and trades 
represent about 1,700,000 
prospects of high purchasing 
power and, their tax liability 
being limited, they are an im- 
portant group of consumers. 

Continental France is divided 
into 90 departments of varying 
size (from 80,000 to two million 
inhabitants, excluding Paris and 
the Department of the Seine). 
There are usually reckoned to be 
20 economic sectors. Following 
the nature of the product, geo- 
graphical tests can be either 
based on departments or these 


ists, 


| sectors. 


Three-and-a-half times the size 
of Great Britain, and with a coasi 
line bordering on three different 
oceans—to say nothing of moun- 
tain ranges, France can be con- 
sidered as comprising seven dif- 
ferent climatic regions. These 
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great differences in temperature 
and humidity have their effect on 
living conditions and, conse- 
quently, on buying habits. 

Certain British products are 
perfectly suitable for certain 
French regions. The elasticity of 
the direct mail method of ap- 
proach enables a programme o 
be devised whereby the more 
favourable parts of the country 
are tackled first. 

Generally speaking, the French 
buyer is sceptical to claims. He 
works up a natura] resistance tu 
sales pressure and “hot” adver- 
tising. Press advertising in France 
rarely achieves the same results 
as in England. 

On the other hand, the French 
buyer is: 

Logical—he wants to know 
the reason why. You can con- 
vince him by reasoning and 
facts. 

Individualist—he wants to try 
out and verify himself. Give 
him samples, or a chance to 
make a trial. 

Faithful—because his choice 
arises out of the foregoing. 
Direct mail is one of the best 

ways to educate French con- 
sumers and retailers where a 
foreign product is concerned. 

“Never underestimate the 
power of a woman.” This is 
especially true of France. Seventy 
per cent of retail outlets are con- 
trolled by women. If you have 
not sold “her” your product, it 
is not really sold. 

In the French family, the 
housewife is a tremendous buying 
influence, not only for household 
and children’s commodities, but 
also the personal purchases of the 
man of the house. Aim your 
arguments at the wife of the 
dealer and the wife of your con- 
sumer, and the deal is clinched. 

It has been found that the best 
results are generally obtained by 
a three-fold mailing: 

(a) a printed broadsheet or 
folder, with technical details 

(b) a circular letter explain- 
ing the personal advantages of 
the product to the prospect 
(perhaps, offering a sample) 

(c)a reply card. 

The follow-up technique is used 
far too little in France. 

Its importance has not yet 
dawned on the majority of adver- 
tisers. For this reason, those who 
do employ the follow-up method 
are assured of good results. 

Recently, very excellent results 
in the public relations field have 
been obtained by direct mail. 

Apart from its general value. 
direct mail is a very effective and 
inexpensive way of making sales 
tests for British products in the 
French market. 


HOW THE POPULATION IS SPLIT UP 


The 38,000 communities of France can be classified in round figures as follows :— 


31,496 localities with less than 1,000 inhabitants { 21,000 with 


6,512 localities with more than 1,000 inhabitants < 


2,000 with less than 100 each 
101 to 500 

| 8,496 with S50lto 1,000 ,, 
f 3,786 with 1,001 to 000 
1,122 with 2,001 to J ” 

700 with 3,001 to ’ ” 

| 496 with 5,001 to ” 


2 
3. 
10 
222 with 10,001 to 20. 
75 with 20,901 to 30, 
56 with 30,001 to 50, 
$2 with 50,001 to 100, 
23 with more than 100, 
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Sell through the 


Powerful 


FRENCH PROVINCIAL PRESS 


Le Havre 


HAVRE LIBRE 
45,000 Daily 


Biggest and strongest of all Havre papers. 


Auserre 


YONNE REPUBLICAINE 
37,759 Daily 


18,660 regular subscribers. 
(Official audited circulation—O.J.D.—13 June, 1950) 


Clermont-Ferrand 


LA MONTAGNE 


Foremost regional daily—Independent 
132,000—11 Editions 


Circulations “Split”: 


Puy-de-Dome ‘ies ne ... 58,500 
Allier, Cher, Nievre , ... 30,500 
Cantal 7” ; , .. 18,500 
Creuse, Correze ie ... 10,000 
Haute-Loire, Lozere, Aveyron. 3,500 
Loire eo a * «o. See 


Angouleme 
CHARENTE LIBRE 
40,000 Daily 


Covering: Angouleme, Cognac, Confolens, Ruffec, 
La Rochelle, Saintes, Rochefort, Marennes, Royan, 
St. Jean d'Angely, L’lle d’Oleron 


Le Havre 
LE HAVRE-HAVRE ECLAIR 


A regional Daily circulating among the industrial, 

commercial, agricultural and shipping classes. The 

Havre region has 915,000 population and Havre 
161,000. 


Send for rates and specimen copies to: 


Publicite R. M. OCTO et CIE 
12 Rue BLANCHE, PARIS, 9e. Tel. : Pigalle 61.48 


We also believe in making the most of 
variety and efficiency of expression, 
perfect countenance and the explor- 
ation of new avenues for the purpose 
of pleasing. 


That is why, with the help of competent 
specialists, we have concentrated for the 
past three decades on building up a full 
range service that answers all the possi- 
bilities of advertising : Research, 
Marketing and Planning, Printing, Press, 
Posters, Display, Radio, Cinema, etc. 


) 

Moreover, we keep a perfectly free hand 
to select whatever publications, cinema 
network, broadcasting station or bill 
posting contractor we consider suitable 
for promoting the sales of a product. 


Our British clients such as ‘ASPRO’, 
D.D.D. Prescription, VEET Cream, etc, 
seem quite happy with our efforts. so 
why not join them and consult 


DAMOUR 


PUBLICITE 


founded in 1918 by Etienne Damour 
15, rue Gatvani, PARIS-17°-GAL 61-00 
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D RROPAGANDA 


8, RUE PAUL BAUDRY Paris 8éme 


Tel: ELYsées + 94-36 Telegrams : 


Pubsyn-Paris 


Representatives in London : 
COLMAN, PRENTIS AND VARLEY Ltd., 
34 Grosvenor Street, London, W.1 


who will gladly supply on request references and 
specimens of our work. 
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All France is covered by 
sponsored radio 


| 
| 
| 


to-day, 


By LOUIS MERLIN, President, National Radio Publicity Syndicate 


HE first broadcasting 
Stations tu operate on 
French territory were 


private ones, solely dependent 
on advertising revenue. In spite 
of theYsubsequent introduction 
of official national broadcasting, 
there were, in 1939, sixteen 
private stations which could be 
heard by the majority of French 
listeners. 

When the war ended, commer- 
cial radio found itself suppressed 
in France and Belgium, and it 
seemed that this form of adver- 
tising medium had been banished 
from these territories for ever. 

But that was not to be, and 
even if Poste Parisien, 
Radio Toulouse and Bruxelles- 
Conferences are silent. no less 


| than three extra-territorial “com- 
| mercials” are filling the Western 


| between 


European ether with programmes 

Radio Luxembourg, Radio 
Monte Carlo, and Radio 
Andorre. 

The strength and penetration of 
each of these stations varies, but 
them they cover the 
whole of France, while Luxem- 
bourg includes also the whole of 
Belgium and much of Britain 
Thus, though less disintegrated 
than before the war, continental 
commercial broadcasting is none- 


| the-less widespread. 


Luxembourg and Monte Carlo, 
when they started up again in 
1945, had the boldness to do 
away with the half-minute “spots” 


| which were the main advertising 


feature of continental stations 
before the war, “Spots” are 
lucrative and enable unlimited 
advertisers to be “crowded in.” 
but it was realised that they 
risked losing listenership, especi- 
ally after five years of publicity- 
free programmes. 

Therefore, “sponsored  pro- 
grammes” became the only per- 
missible form of commercial 
radio. This policy mace its 
demands on both programme 
producers and sponsors, but there 
is no doubt whatever that it has 
been responsible for the grow- 
ing success of commercial statios 
among listeners since 
Another factor, no doubt, is also 


| the ban on politics and the pre- 


sentation of news bulletins in a 
terse and impartial form to < 


| ° ° ° ° 
| listening public surfeited for years 


with propaganda. 

Commercial announcements 
are restricted to 45 seconds per 
quarter of an hour. This is less 
than that allowed in America. 
but the results obtained by ad- 
vertisers prove that it is enough. 
It is also significant that Luxem- 
bourg’s “air time.” amounting io 
16 hours per day. is completely 
sold out. 


i>" 


There are two permanent radio 
Statistical research organisa- 
tions in France-- Dorset and 
Etmar, each subscribed to by the 
stations, the principal advertisers 
and their agents. Both of these 
testify to the success of commer- 
cial programmes. Radio Luxem- 
bourg is recorded as having 34-1 
per cent of French listeners at 
peak times, as against 23-7 per 
cent for the largest runner-up. 

Of the 25 most popular fea- 
tures, 17 are commercial, two of 
which are recognised “top-liners.” 
These are: 

1. “Quitte ou 
(Double or Quits?). This is 
certainly an attractive  pro- 
gramme, which has the addi- 
tional advantage of being 
recorded in a travelling circus 
tent before audiences of 3,500. 
The “Radio-Circus” visits 240 
towns in a season. The arrival 
of a circus is an event of tradi- 
tional importance and one can 
imagine the local publicity 
value this brings to the lucky 
sponsor. 

2. “Reine d'un Jour” (Queen 
for a Day) is the Number One 
favourite of all French 
listeners. A “Queen” jis crowned 
every week in some different 
locality of France or Belgium. 
chosen from thousands of 
candidates. She receives half 
a million francs’ worth of gifts 
offered by various firms whose 
names are broadcast. 

A Reine d'un Jour de France 
was recently elected at Versailles 
(an appropriate venue!) from 
75.000 competitors. 

Non-existent in 1945, commer- 
cial radio now occupies in France 
and Belgium as important a place 
as before the war, in spite of the 
reduced number of transmitters 
and the various obstacles that 
beset their renaissance. 

Growing _listenership. the 
quality of the programmes, and 
the prestige of the sponsors all 
contribute to make radio publicity 
one of the most profitable adver- 
tising media in France for a 
nationally-distributed product 
aiming at mass consumption. 
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As the French proverb runs: 
~ The misfortune of some does not make for the happiness of others.” 


K wansr FRANCE IS) PRETTY SHORT OF PAPER, 
Great Brivain 1s EVEN MORE SCANTILY PROVIDED. 


ts National Syndicate of Advertising Publishers incorporates the 
most competent specialists in the French advertising trade; this Syndicate 
is ready to place the artistic and technical resources of its members, as 
well as their experience of our home market, at the disposal of English 
advertisers and publicity concerns whose object is a full campaign in 
France. 
Through such cooperation shall the goal be attained— and that’s the 


| main point! 


Enquiries should be addressed to 
“SYNDICAT NATIONAL DES EDITEURS PUBLICITAIRES” 
27 bis, AVENUE DE VILLIERS, PARIS 17¢, who will be pleased to communicate the list of Members. 


L’UNION is the only regional daily of N.E. France and is especially strong in 
covering the rich region of CHAMPAGNE. It is edited and produced in RHEIMS: 


L’UNION also circulates widely in the Départements of MARNE, AISNE, 
ARDENNES, HAUT MARNE, AUBE, OISE. 


@ L’UNION’s daily circulation is 120,000. Audited circulation by O.J.D., France. 


@ L’UNION’s best proof to British Exporters of its value as an advertisement 


medium lies in the fact that ALL the leading French advertisers use it regularly. 


7 Bd — 
Enquiries, rates, specimen copies from 
SERVICES PARISIENS de L’UNION 
8 rue de la MICHODIERE, PARIS, 2e 


GRAND QUOTIDIEN D'INFORMATION ISSU DE LA RESISTANCE 
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DE 


\PLASZ 


a 4 — =~ a 


Market research. 


Art. 


Copy. 


Space. 


Production. Printing. 


Press. 


Bill posting. 


Films. Radio. Displays 
and Exhibitions. 


Chaussures BALLY 
Sirop des Vosges CAZE 
Laboratoires CIBA 
CINZANO 

Bas CORNUEL 

Cognac COURVOISIER 
Pippermint GET 


Our references : 


Chocolat TOBLER 


KODAK-PATHE 
Parfums MOLYNEUX 
Source PERRIER 
ROQUEFORT Société 
Helena RUBINSTEIN 
SAICOFIX 
SHELL Francaise 


: 

: 

| AGENCE DE PLAS 
23, rue de la Paix - PARIS Tel. OPEra 17-81 

' TELEGRAPHIC ADDRESS AGDEPLAS-PARIS 


RENNES (Ille-et-Vilaine). 
PARIS, 114, Champs-Elysees (8") 


for Your PuBticiry 
IN WESTERN FRANCE 


OUEGRunce 


THE LARGEST SALE 
OF FRENCH MORNING PAPERS 


ADVERTISING WITH US MEANS SURE SALES 


Tél. : 36-71 
Tel. : Balzac 29-93 
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French fashion papers have 


renowned pulling power 


By CHARLES MALEXIS, President, French Periodical Publications 
Syndicate 


HE French art and fashion 

Press has never attempted 

to outclass its foreign con- 
temporaries, but it does possess 
a character and style of presen- 
tation which are distinctive. It 
acts as an ambassador of French 
culture throughout the world. 

Without it, the creative genius 
of famous French couturiers and 
modistes would be far less widely 
known. Even in the smallest 
towns of the remotest countries, 
fashionable women look out for 
French publications and derive 
useful hints from them. 

It is regrettable that certain 
unscrupulous contemporaries out- 
side our borders reprint whole 
paragraphs and illustrations from 
our reviews without even acknow- 
ledging their origin. Others even 
go so far as to duplicate whole 
publications with the unworthy 
object of creating confusion in 
the minds of buyers. The decep- 
tion practised by these spurious 
publishers is, of course, extremely 
detrimental to the genuine 
Parisian fashion creators, though 
the damage is more moral than 
material. 

Happily, the names of the well- 
known French reviews are familiar 
to hundreds of thousands of well- 
dressed women both inside and 
beyond the. frontiers of France. 

The advertising pages of these 
publications are so artistically 
and tastefully made up that they 
evoke the same admiration and 
live interest as the editorial 


matter. Their pulling power, 
therefore, is considerable, and 
the products advertised, whether 
domestic or foreign, are in great 
demand. 

Here are a few of our better- 
known publications. It is impos- 
sible to give a complete list, and 
indulgence is craved for any omis- 
sions. 

Plaisir de France, Art et Style, 
Mobilier et Decoration. Maison 
et Jardin are all fine artistic pro- 
ductions drawing the attention of 
the whole world to French artists. 
writers, artisans, architects and 
scenic beauty. 

In addition to the famous 
feminine fashion papers, there is 
Adam—an _ attractive _ sartorial 
review for men and men’s out- 
fitters. 

Some of the most luxurious and 
higher-priced magazines are, in 
alphabetical order, Album du 
Figaro, Art et la Mode, Femina, 
Le Femme Chic, L’Officie] de la 
Couture, Silhouette, and Vogue. 

Coming down into the more 
moderate price range, but with 
much higher circulation figures 
are: Le Jardin des Modes, Modes 
et Travaux, Vive la Mode, Prime- 
rose, La Coquette, La Mode Chic, 
Le Petit Echo de la Mode, La 
Mode du Jour, Modes et Tricots. 

It is only fair to point out, of 
course, that there is an exchange 
of reading matter between France 
and the rest of the world. Our 
reviews are widely read abroad; 
we also take a great interest in 
the better type of international 
publication. 


Film publicity has made great 
strides since the war 
By JACQUES MEYNOT, Pres., National Cinema Publicity Syndicate 


ILM publicity has made enor- 
mous progress in France in 
recent years. In 1939, a million 
and a half metres of film were 
shown throughout France. The 
total length for 1950 was six mil- 
lion—four times as much. This 
in spite of war devastation, 
restriction of advertising for cer- 
tain classes of products (apéritifs, 
liqueurs, proprietary medicines). 
shortages of other goods, and the 
disappearance from the publicity 
scene of many formerly well 
known brands—such as those of 
petrol and oil. 

French advertising films are 
generally short, being 20-40 
metres in length. There is great 
competition and variety in tech- 
niques. and audiences have shown 
by their response that they ar: 
alive to the merits of good pro- 
ductions. Colour is not yet popu- 
lar, owing to indifferent quality, 
but cartoons and puppets are 
often used. The whole aim is 


originality, so as not to bore the 
audience. 


The French public is critical 
and does not give its attention in- 
discriminately. It has to be 
cajoled, not compelled, persuaded, 
not commanded. By flattering its 
self-esteem and intelligence, it 
can be brought to co-operate with 
the appeal. The advertiser who 
bears these points in mind has the 
best chance of success. 

The musical accompaniment 
and advertising “jingle” are also 
of great importance. Certain well 
known stars are willing to appear 
in sponsored films. and if one of 


these can be signed up, the 
prestige for the product is 
enormous. 


The French cinematograph in- 
dustry is well organised for pub- 
licity, and our overseas colleagues 
can rest assured that they will 
find all facilities on the spot for 
successful promotion. 
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LARGEST SALE OF 
PARIS MORNING DAILIES 


(Circulation certified by O.J.D.—French equivalent of our A.B.C.) 
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Graph showing consistent increase in ; 
net sales from 1944-1950 READERSHIP CLASSIFIED 
Pe 
RICH ° O 


WELL-TO-DO 27.8% 


COMFORTABLE 51.0 


LOWER MipDLE 1/9.5° 


Above is extracted from a 1949 independent 
research by the Dorset Agency 
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To cover the largest market in France 


remember that: 


FRANCE MEANS NOT ONLY PARIS AND ITS AREA... but also 


| oe 


INCLUDING 34,600,000 INHABITANTS 
WHERE 7 OUT OF 8 READERS BUY DAILY 


A PROVINCIAL NEWSPAPER 


CIRCULATION OVER 100,000 


PROVINCIAL PARISIAN 
NEWSPAPERS NEWSPAPERS 


1937 «16~—~C~S*YS'S 


195] 


SYNDICAT DES QUOTIDIENS REGIONAU X 
11 AVENUE DE L’OPERA — PARIS-Ier 


Published by the Proprietors, BUSINESS PUBLICATIONS. Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
March 29, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment 
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WINDWARD IS. BARBADOS TRINIDAD GAMBIA 
rina A ALBERTA SASKATCHEWAN MANITOBA 
RITISH GUIANA FALKLAND IS. 
COAST 
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How Showcards Hit — And Miss 


The display controller of a famous chain store casts a critical eye 
at six outstanding examples of British point-of-sale display pieces 


\sk us te show you the 
perfect Christanas gift 


2 


os, wevreensae® 


Though its present slogan is now 
out-of-date, this Swiss watches 
showcard merits notice. It could 
_ well be used, with a new head- 
| line, for more permanent point- 
| of-sale publicity. Ties in well 
with the rather expensive product 
it advertises. 


Full marks, 


serve @ Thirst 
really well 


Excellently produced and well 
designed, with fine, crisp artwork. 
If I have an adverse criticism, it 
is that the slogan is not easy to 
“catch.” Still, if it causes the 
slower-witted to look twice, it 
will have achieved its object for 
Medway Mineral Waters. 


Typical of the very good advertising we have learned 


to expect from the brewers, and a clever combination of prestige and 


down-to-earth selling. 


The illustration deserves high praise for its 


imaginativeness and sound application. 


Good “bread-and-butter” show- 
card, and ideal for Aladdin dis- 
plays in hardware shops and 
departments. Again, the printing 
is of a high standard, and the 
design is good. The attractiveness 
of the product is shown to the 
greatest advantage. 


A lovely piece of lithography for 
Wincarnis, but the placing of the 
lettering seems wrong. Possibly 
a small wing or band would have 
been better for the product name. 
As it is, the design is cramped, 
and thus some of its effectiveness 
is lost. 


Spraygloss have an extremely good selling card here, with the shopper's 

attention irresistibly drawn to the bottle displayed in the centre. 

Lettering and colour are just right for the product, and the illustrations 
are well reproduced, 


LITHO 
SILK SCREEN 
LETTERPRESS 


A friend indeed in time of need! 


THEN IT IS YOUR PRINTER... 


HAMPDEN PRESS LTD 


107 SOUTHAMPTON ROW, LONDON, W.C.1 


Telephone: 
MUS. 0124-5 
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BRITAIN’S 
LEADING 
MANUFACTURERS 
OF QUANTITY DISPLAYS 


; ‘DISPLAY CRAFT 


THE QUALITY 


DISPLAY CRAFT LTD. 


ADVERTISER'S WEEKLY 


Rig 


BRI.7871 


SILK SCREEN PRINTING 


The above is an illustration of our stand at the First Exhibition of Silk Screen Colour Printing held at the 
First Avenue Hotel, London, in 1936. For nearly 30 years, we at Display Craft have been pioneers; we were 
one of the first to introduce screen printing into this country and first again to mechanise our factories. 
Our work will be on show at this year’s B.I.F. and at the National Display Exhibition at Westminster. Our 
Brixton showrooms are full of scintillating examples of our craft. Why not call and see us by appointment? 


‘ 88 ACRE LANE, LONDON, S.W.2 Ring: BRI 787! (4 lines) 
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HELEN JARDINE 


| ARTISTS LTD. 
| 


Teleph« ye 
TEM Bar 6720 


MINERVA HOUSE 
WELLINGTON STREET, STRAND, W.C.2 


Studio Seven 
Limited 


47 RED LION STREET: W°C:1I 


TELEPHONE: HOLborn 9357-8 


SILK SCREEN | ADIN STubros Use] 
PRINTING od FIN . 
From a Double Crown Poster | | FL LL] (3 ; 
toa 48 Sheet 
Let us quote you! 
CLARKE BROS. 
26 THE GREEN, TWICKENHAM | | 
PHONBSB! POPESGROYVYS S021 
Established nearly 40 yeors | 


DISPLAY & COMMERCIAL ART 
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How To Get Good Photos 


EW manufacturers’ with 

moderate advertising appro- 
priations realise the importance 
of good photographs, and fewer 
still know how to get them. 

What is a good photograph? 
There is no simple answer to 
this question: what is good for 
one purpose may be useless for 
another. 

Primarily, of course, a photo- 
graph must be technically good. 
But the mechanics of taking a 
picture — exposure, focusing, 
angle, etc.— are the  photo- 
grapher's job, and in this one 
interferes at one’s peril. 

There are many things, how- 
ever, upon which the client him- 
self must keep an eagle eye. Of 
these one of the more important 
is that the photograph illustrates 
what it is intended to illustrate. 

Why, for example, show a 
long line of machines in order to 
illustrate one? To depict a pro- 
duction line at work may involve 
this kind of shot; but if it is 
desired to emphasise one 
machine, or one special process, 
it is dangerous to cram into one 
picture so much detail that 
nothing in particular stands out. 

is is a common weakness in 
photographing machinery. All 
too rarely is the happy mean 
struck: either you have a re- 
touched picture of a_ single 
machine, excellent no doubt for 
catalogue purposes, or a long 
line of machines in which the 
relevant detail is missed. 


Prints Must 
> ‘Lively 

Relevance is an obvious point 
to be borne in mind. I remem- 
ber seeing a technically superb 
photograph intended to illustrate 
a type of bracket. The centre of 
the picture, however. was a meter 
not produced by the advertising 
company—their brackets were 
only a minor feature of the 
photograph! 

Of course, it is possible to en- 
large any part of a good photo- 
graph and in this way to empha- 
sise the detail required; but this 
method is not without its snags. 
Flaws in the outline, hardly 
visible in the original print, have 
a way of showing up in an 
enlargement 

Photographs should be “lively.” 
An action shot is always best 
Sparks flying, liquid dropping, an 
attractive girl working the 
machine, all help to put life into 
a picture 
If the subject is a static one, 


And Use Them 


by ROSALIND BICKNELL 


appropriately thrown shadows 
can often transform an uninter- 
esting flat surface into a lively 
one. It pays to polish shiny sur- 
faces before the shot is taken, for 
reflection has eye-appeal. Appar- 
ently dead subjects can be livened 
up, especially in the case of 
exhibition stands, by including 
spectators in the picture. 

One other point: avoid, in 
photographs for Press use, ex- 
tremes of black and white and 
an under or over-developed print. 
During the processing necessary 
before an illustration appears on 
paper, the colour tones are apt to 
intensify. Plenty of varied grey 
tones in the original gives the 
best result. 


Use The Best 
Professional 


It pays to employ the best pro- 
fessional photographer available. 
This means money, sometimes 
quite a lot of money, but in the 
end it is worth it. Yet this 
Statement must be qualified: it 
will pay only if you co-operate 
with him fully. This does not 
mean that he will need advice on 
exposures, filters or any of those 
technical details which he is paid 
to know about. But he will want 
advance information about the 
type of subject and whether it is 
to be an indoor or outdoor shot. 
If the former, let him know 
whether electric points are avail- 
able for flex plugs. 

Make sure he is aware of what 
the picture is to be used for so 
that he can bring his technical 
knowledge to bear upon the 
special problem. For one photo- 
graph can seldom be used for a 
variety of purposes—catalogues, 
exhibition displays, a Press story. 
advertisements, sales literature. 
Specific photographs must usually 
be taken for a specific purpose 
so let your photographer know 
all about this at the outset. 

To get the best out of the 
camera man, do not object to a 
certain dislocation of work. A 
background may have to be 
rigged up, for example, or the 
foreground cleared of clutter, or 
a spot of last minute dusting or 
washing may be called for. If 
this is what your photographer 
asks for then let him have it. 
He knows what he is up to. 

If the photograph is to include 
a person let him be selected with 
care and imagination and dressed 
appropriately. And remember 
that a photographer can usually 
provide a model for a modest 
fee. 
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colours for artists and designers 


&é Newton 
Winsor & Newton Ltd London England 
Winsor & Newton Inc New York City USA 
Winsor & Newton (Pty) Ltd Sydney Australia 
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WATER 


COLOURS 


These colours, which include the attractive Tyrian Rose, brilliant 
Mistletoe Green and the unusual Myosotis Blue, fulfil all the requirements 
of the artist and designer. Prove their excellent qualities and give 
your work that extra brilliance so vital to attractive designs by 

| testing them now ! 


REEVES & SONS, LTD. 


13 CHARING CROSS ROAD, LONDON, WC2 
178 KENSINGTON HIGH STREET, LONDON, W8& 


* For your next premium campaign—choose this 


SIFTER 


P Sifts and aerates two cups 

= => * of flour with just a simple 

7: trigger movement. Wonderful 
boon for the housewife! Sturdily 

‘>. made of plastic and metal—will 
~ last for years. Not available in shops, 
would normally retail at 5s. or more. 
It's the perfect premium for a quality 


food product. 


Paramount 
premiums 


Write or phone today for our rep. to call 


PARAMOUNT uastic propucts itp. 


36 Hawthorne Grove, Penge, London, S.£.20. Phone: SYDenham 5993 
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Framed by the model's legs are (left to right): W. Michels, director 


and photographer; 
secretary; 


Miss Pamela Simmons, director and company 
and managing director Peter Peck, who designed and built 


the voltage control unit seen on the extreme left. 


Ways In Which Time And Motion 
Study Cuts Colour Print Costs 


HERE only a limited dis- 

tribution of showcards, 
handouts or copies of art origin- 
als is required, a run of photo- 
graphic prints in colour can 
show decided economies over 
other methods of reproduc- 
tion. There is also the advantage 
that such prints are originals, 
not reproductions. 

One photographic studio which, 
while dealing in black-and-white 
and other more usual photo- 
graphic work, has specialised in 
producing runs from_ colour 
photographs taken for clients is 
Woburn Studios Ltd., formed 
last May by photographer Peter 
Peck. 

High cost to the advertiser has 


been a deterrent to the wide use 
of colour runs, but Mr. Peck 
claims to have slashed this cost 
by “a revolution in production.” 

In his basement laboratories 
near Russell Square (previously 
a food store) he has split up and 
standardised the various stages of 
colour processing and printing. 
Time and motion study methods 
have been employed to find the 
most efficient means of produc- 
ing colour prints. 

Says Mr. Peck: “The advan- 
tages of colour prints for repro- 
duction are generally known, 
since they represent a far nearer 
replica of the final job than a 
transparency; they can be far 
more easily retouched; they can 

(Continued on page 560) 


Peter Peck at work in the dye transfer room with its automatic 
rocker for the dye baths 
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THIS HAS GOT TO STOP 


OU mustn't go burning money these days! 
Least of all in that most vital of advertising 
point-of-sale Display. Yet, to be frank, in few 

fields is it easier to waste the appropriation. Design un- 

suited to purpose, quality and durability sacrificed to price, 
or unscientific distribution can make Display costly and 
ineffective. With more than 25 years’ experience behind 
us, we are honestly and absolutely sure we can make every 
pennyworth of your Display budget do a better selling job. 

Yet there seem to be people around who think that 
we're expensive. Our own view is that not only are we 
competitive but in terms of sales our Display work is 


media 


Leon Goodman Displays 


HOUSE OF IDEAS - 


119-125 WHITFIELD STREET - LONDON 


cheap. We have just had a look at our order book. 
True, there is one Display job that will cost £15,000 when 
it’s finished, but we'll wager our meat ration it will work. 
There are jobs at £3,000, £2,000, £250 and some at just a 
few pounds. 

You can take our word for it that we're just as ready 
to talk pence as pounds. It’s the problem that counts 
and in its solution, be it large or small, je:e) _: ~ 
we give £1 for £1 Display value in terms 
of getting sales for your product. And 
what’s more—we deliver on time! 
Now will you ring EUSton 5351? 


LEON 
GOODMAN 
DISPLAYS 


cemrree 


LIMITED 


W.1 - EUSTON 5351 
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ADVERTISER'S WEEKLY 


THE QUICKEST AND 
SUREST WAY TO LOOSEN 
THE PURSE STRINGS OF 
COUNTY DURHAM 
IS THROUGH THE ADVERTISING 
COLUMNS OF THE.... 


SUNDERLAND ECHO 
NORTHERN DAILY MAIL 
BILLINGHAM PRESS 


This important group of well 

established family newspapers 

awaits your commands in a 

rich industrial area 

on the North-East coast. 
LONDON OFFICE: 85, FLEET STREET, E.C.4. Telephone CENtral 2845 


Nik 


MODELS give 
PERFECTION in design and 


performance A E R GR APH 


ala 


LOWER 
PRICE 


EE 


@ Symbol of QUAUTY for 50 years 


Ask your dealer full details or write to 
THE AEROGRAPH CO.LTD. Lower Syvenxam. 


LONDON, S.E.26. 40 47 8/PM/NGHAM - BRISTOL - GLASGOW * MANCHESTER 
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Silk Screen Forum 


ROM the month's ques- 
tions for Peter Mytton- 


Davies, these two have 
been selected for publication. 
Question 

We are having a_ certain 


amount of trouble with sensitis- 
ing carbon tissue stencils. We 
do not seem able to get the 
formula quite right; should this 
vary according to the tempera- 
ture? 
Answer 

It is highly desirable that sen- 
sitising solutions should be made 
to a formula the choice of which 
takes into account the atmos- 
pheric conditions under which 
the sensitising process is to be 
carried out. You should be able 
to find a satisfactory solution 
from one of the formule given 
below. If there is much chlorine 
in your tap water, boil it before 
use, or use distilled water. Per- 
haps your trouble is that you 
keep the solution too long and 
under the wrong conditions; 
always keep such solutions either 
in earthenware vessels or brown 
glass bottles and do not attempt 
to use stale solution (see formule 
below). 


How To Speed 


The Process 

I would remind you that the 
drying of your sensitised sheets 
will be speeded up if you add 
wood alcohol to the solution at 
the rate of two or three fluid 
ounces to the gallon. 

For winter, or cold weather: 
Four ounces of bichromate of 
potassium dissolved in 1 gallon 
of water. Strain the solution. 
Water temperature should be 
50° F. to 55° F. Period during 
which solution remains effective 
during cold weather: usually up 
to 10 days. 

For summer, or warm weather: 
As above, but with three ounces 
of bichromate of potassium. 
(The correct water temperature 
is especially important in warm 
weather.) Period during which 
solution remains effective: three 
to five days. 

Special solution to add carbon 
to your paper: Four ounces of 
bichromate of potassium dis- 
solved in 1 gallon of water to 
which should be added 100 
grains of carbonate of sodium, 
24 ounces of pure powdered rock 
candy, and four fluid ounces of 
wood alcohol. This solution may 
be used in either cold or warm 
weather. 

Special solution for use under 
very dry atmospheric conditions: 
Two ounces of bichromate of 
potassium together with two 
ounces of bichromate of ammonia 
dissolved in 100 fluid ounces of 
distilled water, to which 6 ounces 
of magnesium sulphate crystals 


| (Epsom salts) should be added. 
| The last mentioned item is to 


make the tissue flexible. This 
solution may be used either sum- 
mer or winter under very dry 
atmospheric conditions. 


Question 
Please examine the _ silk- 
screened copies enclosed and 


tell us what is the cause of the 
bad register. Although we take 
considerable trouble with the pre- 
paration of our stencils and the 
setting up, we seem to be produc- 
ing work which gets out of 
register easily. We send you six 
copies of two jobs we printed re- 
cently; each was done on a dif- 
ferent table with different 
operators. 
Answer 

In the case of your design with 
the lemon colour background, 
the trouble appears to be due to 
the fact that you have employed 


Diagram illustrates how to get 
the silk really taut. 


“two way” printing without 
marking your two lots of paper 
or keeping them separate. 

If you intend to print both 
ways of the squeegee stroke (and 
there is no reason why you 
should not, providing you take 
proper precautions) you should 
mark the alternate sheets so that 
half the job has all the colours 
squeegeed on to it while the 
squeegee travels in one direction 
and the other half of the job has 
all of its colours applied by 
the squeegee when it travels in 
the other direction. This should 
eliminate your bad register top 
and bottom of your overlaps. 

Mark your two batches of 
paper with different coloured 
pencils by making a mark on the 
edges of the sheets while they are 
piled upright. The mark will 
never show in the finished job if 
it is made while the sheets are 
still “in stack” but your operator 
will be able to keep the two lots 
separate while he prints alternate 
sheets from the two piles. This 


(Continued on page 560) 
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announces its recent removal 


to larger premises at 3 WEST STREET, W.C.2, where, 


— with the advantages of extra space 


and the most modern equipment combined 
with an enthusiastic team led by L. E. Aldous, ARPs, 
it aspires to render to its clients 
an even higher standard of production and service 


than ever before. 


Telephone: 
TEMPLE BAR 0361 


= ae a > See ; Sib hae eh o ‘ yiteene (Ea athe 
» a ome P ate See? © 
m 4 
| 
at : 
: e 
‘oe 
44 
+ ef 
a ay 
| SD Sy A co ‘ 
: ee _ 
3 ty 
i ee Re. 
* Sven 
' ee 
: Ce ] ip 
ae 
4 “ 
: * 
¥ 4 
| f 
~ ” > 
\ "ie 
M SE ae a eS 
Se Bh 
. — ae Tha ocal eo ee <—e = i= ee = —, : 12 ‘aeons 
fA NVERTISING _ AND - C Ar = . Eas 
Eee MOVERTISING AND INDUSTRIAESSS nnd 
a = ea oe ; a 4 +e —- ; A 
‘ —_ 2 Se . Cf ‘ ¢ / , Es : te ———— : : Ae 
— Shooydly = a 
at . . VER ce eee > % 3 TT Mee 
F | FP Soe iol ie SASS: . 7s H, — = \ x Pen 
a i Bei e ae 
Soe == en ig —— ae 
re 
> ip 
fo 
ae ra 
m3 
\ \ os 
a | ae, 
ae eee ene Bee 


560 


im §=dDISPLAY & COMMERCIAL ART 


Marcu 29, 1951 


AVERAGE for 6 MONTHS ended DEC. 31, 1950 
IN EXCESS OF 


30.000 


COPIES PER DAY 


DERBY EVENING 
TELEGRAPH 


FINEST QUALITY 
DRAWING 


PAPERS 


ot 
A STILL AVAILABLE AT THE 
' “A man without a hat is a man without a head.”’—That is the theme 
R I G H 7 P R I C E $ of a publicity campaign devised by the advertising manager of a men’s 
store in Bonn, Germany. And this is a window display which 
IN STOCK AT THE ARTISTS MATERIALS HOUSE resulted. 
PHONE HOL 6245-4 
. : i f “ 
COLYER & SOUTHEY LTD HOW TO CUT A-DOG’S DINNER 
17-18 *TOOK'S COURT*CURSITOR STREET-E-C-4, COLOUR PRINI 
COSTS . ee 
( (Continued from page 556) ; 
: be cut up or montaged for layout * 
: purposes; and, due.to their lower 
: density range, they eliminate the 
: necessity of contrast masking by 
7 : the blockmaker. 
' A T | T $s B E s T “Some blockmakers, however, 
| til efer transparencies, and. 
: Weare ina position to undertake the production of an estab- a yh greg am = 
t { a Q previously 
| lished Weekly or Monthly Journal in Demy br Medium 8vo. not been thought worth while to 
5 Our service also includes the production of high-class buy a print, even if preferred, 
: Colour Brochures, Price Lists, Catalogues, etc., for which due to the enormous difference ‘n 
: we have limited supplies of art paper in stock. cost. Woburn Studios have now 
: bridged this gap by making the 
: FOX PRINTING PRESS a ; 
: margin much narrower. Either 
; TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 transparencies or prints (or both) 
: Telephone : BUCkhurst 1252 - 1002 can be ordered when the origina] 
' ee ——— EEE Pardee & comindiones” 
{ Mr. Peck emphasises the im- 
é ~~ | portance of full co-operation be- 
tween studio, blockmaker and ee 
- EXHIBITION STANDS SILK SCREEN PRINTING printer. He feels it is in the best This novel window display for 
A ; interests of the advertiser to ask Chappie dog food at the Pan 
, DISPLAYS EALi uC for advice from the blockmaker American Airways office, Picca- 
LETTERING AlLing (even if he returns a print for dilly, London, was designed by 
vay different treatment) and from the J. Hathaway Brewer and installed 
POSTERS printer (including the obtaining hy D. Davenport (Display) Ltd. 
SERVICING of paper samples) rather than to The seven  air-travelling dogs 
os risk bad reproduction of a first- queueing for “dinner” represent 
AND STORAGE , class photograph through faults England, Scotland, U.S.A., 
. md Koad Studios which could have been put right France, China, Germany, and 
M ERCU RY EALING. WwW. § by the photographer in the first Russia; they are dressed in their 
place national costumes. 
DISPLA YS LTD LONDON OFFICE: ae geen 
x N YARD, 
20 8 se SILK SCREEN FO FORUM (Continued from page 558) 
VICTORIA - S.W.1 + TEL. VIC 0912-3 MUSeum O70! a should prevent bad register with mend that you stretch it in some 


Established 


LETTERING 


48c, OXFORD ST 
WELLINGBOROUGH 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


two way printing. 

The bad register in your design 
with purple lettering appears to 
be due to a different cause 
screen bow. Th s happens when 
the screen gets slack and “bows 
up” in front of the squeegee, 
usually when this passes the 
centre of the screen, i.e., on the 
latter half of its stroke. Your 
silk is too slack (are you using 


proper bolting?) and we recom 


better manner that you now ap- 
parently employ. 

The illustration on page 558 
will demonstrate one effective 
method of getting the silk really 
taut. The wedge shown should 
be pressed home into place after 
the silk has been stretched tight!v 
across the frame by means of the 
sunken rebates which should be 
screwed into position before the 
wedge is inserted 
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TATTERSALL 
Tee BRITAIN’S 
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FINEST GROUP OF 
TRADE JOURNALS 


* 


‘LEATHERGOODS: 
THE TOY TRADER 


AND EXPORTER 


THE FANCY GOODS TRADER 


AND EXPORTER 


THE SPORTS TRADER 


AND EXPORTER 


* 


Published by 


W. B. TATTERSALL Lyi. 


15 CURSITOR STREET, LONDON, E.C.4 
Telephone: CHANCERY 4001-6 
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WORKS SITUATED MORE OR LESS 
ON YOUR DOORSTEP... There are 


many advantages in using Charles and Read 


for photo-litho-offset work, not least is the 


fact that our works ave self-contained and 
situated more or less on your doorstep. This 
saves time, correspondence, trunk calls, mis- 
understandings and a lot of needless nattering. 


Incidentally, we are also very good printers. 


CHARLES 
& READ- 
LIMITED 


Printers by photo-litho-offset 


27 CHANCERY LANE, LONDON. W.C.2. PHONE HOLBORN 


‘World’s Largest’ Mobile 


- o se 
Exhibition 
HAT is believed to be the 
largest mobile exhibition 
ever produced is now being 
built at the North London 
factory of City Display Organi- 
sation —the Grand Hall at 
Alexandra Palace—for the 


| Festival of Britain. 


Land Traveller is the official 
title given to the project. The 
exhibition will cover an area of 
250 ft. by 200 ft. fronted with 
a giant fagade measuring 120 ft 
by 50 ft. part of which will 
be translucent with revolving 
vanes on to which searchlights 
will be played. 

The roof of the building will 
be made of concentric plywood 
rings. It will be 40 ft. in 
diameter, rising to 9 ft. in the 
centre. Fluorescent paint will be 
used, plus ultra violet light de- 
signed to give the effect of a 
mosaic. 

Exhibits, 4,500 in all, will 
range from a jet engine to a hot 
water bottle. 

Transportation difficulties have 
been overcome, although it will 
take upwards of a 100 lorries, 
some specially equipped, to 
transport the project. 

It will visit Manchester, where 
it will open on May 4, Leeds, 
Birmingham and _ Nottingham. 
Fastest move will be between 
Leeds and Birmingham, seven 
days being allowed for dismant- 
ling at Leeds and another five 
days for erection at the new site. 

This is not the only finger that 
the City Display Organisation 
have in the Festival of Britain 
pie. Down at their vast Shep- 
herds Bush premises a tremend- 
ous amount of work is being 
done for other aspects of the 
Festival. Here, in the chain of ten 
huge buildings, not unlike air- 
craft hangers, which stretch for 
three-quarters of a mile, ingenious 
displays and realistic models are 
being turned out with speed and 


aa 
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Imposing entrance to the vast 
City Display works. 


skill. The work is running to 
schedule. 

The buildings which the firm 
now occupy are the old halls 
which were built for the Franco- 
British exhibition many years 
ago. The original frontage of the 
exhibition has been retained and 
forms an imposing facade to the 
works. Through the main doors 
lays a fine reception hall, hand- 
somely furnished with chairs and 
tables of ultra modern design. 
Off a maze of corridors are the 
administrative offices. 

Behind is the factory itself. The 
first hall is an assembly shop off 
which lies a large loading bay 
and lorry park. 

In another hall are the City 
Display Electric Company's 
works and stores. 

In the dispatch section an 
electric crane handles incoming 
raw materials and outgoing 
finished products. 

These premises are claimed to 
be the most elaborate and com- 
plete exhibition stand factory in 
the country, and possibly in the 
world. 


2882 | Section of one of the workshops, which stretch three-quarters of a mile. 
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ADVERTISER'S WEEKLY 


ADVERTISING 
CONFERENCE 


Forthcoming issues of Advertiser’s Weekly during the next six months will be amongst 
the most important ever published. Plans for reporting and interpreting the great 
INTERNATIONAL ADVERTISING CONFERENCE (July 7-13) are well advanced. 


Advertiser's Weekly will commemorate the most significant event in our generation of 
British Advertising by a series of six specially enlarged issues — two of them extra to 
normal publication dates. 


Together, these six great issues will render tribute to a great occasion in a manner 
befitting the Organ of British Advertising .. . 


TO OUR READERS 


Advertiser's Weekly will bring the most complete coverage of 
news and developments taking place in London and in all the 


TO OUR ADVERTISERS 


these six special issues of Advertiser's Weekly present the most 
impressive advertisement opportunity for many years. The 
greatest figures in Advertising, from the British Isles and 


Provincial centres, with exclusive pictures and stories provided throughout the free world, will be present. 


by an editorial and photographic staff especially reinforced 
for the occasion. For those who are delegates to the Conference, 
as well as for those who do not attend, these six issues will 


provide an invaluable record and all-time souvenir. 


PUNE 3 Published June 
International Advertising Conference Prospect 
and Programme Number. 

BSULWY Published July 5 


International Advertising Conference Delegates’ 
Welcome Number. 


and, as a Supplement 
A PORTFOLIO OF 
BRITISH CREATIVE ADVERTISING 
- an advertisement medium which will give 
Advertising Agents a unique opportunity of including 


Special distribution arrangements will ensure that every issue 
will reach delegates and all others interested in the Conference, 
promptly and surely. Everybody who is ‘anybody’ in 
Advertising and Publicity will study cach issue from cover 
to cover.... 


examples of their work in an impressive selection of 
the best of to-day’s British creative advertising. 
Published July 10—extra issue. 
First Conference Report. 
Published July 13. 
Mid-Conference Report. 
Published July 17 —extra issuc. 
Final Conference Report. 
Published July 19. 
Complete Conference Review. 


% Advertisers are urged to send at once 
for a fully descriptive folder detailing 
publishing arrangements for these 
unique issues. 

Advertisement Director 
F. H. Carter 


w Lotest A.B.C figures show thot 
Advertiser's Weekly has the largest 
weekly net sale in the Advertising 
ond Publicity fields. 


180 FLEET STREET LONDON €E.C.4 


Telephone 


Advertiser’s 
Weekly 


The Organ of British Advertising 


CHAncery 8844 (15 lines) 
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ADVERTISER'S WEEKLY 


Mainly Perdsonal— 


By CONTACT 


EW MEN can reminisce 
more engagingly than 
G. F. Church, director of 
D. J. Keymer & Co., Ltd., 


who is now retiring. When he 


sented various 
supplement 


12s. 6d 


Indian papers. 
One of them published a 24-page 
of English adver- 
tisements with a page rate of 


Keymers at one time handled 


joined the firm (then in White- the Rolls-Royce account, and 
friars Street) half a century ago, Church well remembers the 
there were no women in the’ excitement — and the work 
office, only one typewriter, and involved when Alcock and 


communication was by speaking 


Browne flew the Atlantic in a 


tube. Rolls-Royce powered plane. 
Agencies were not  depart- Church is a member of the 
mentalised. He himself would Aldwych Club and the Incorpor- 


sometimes get an order, write the 
copy (or perhaps use a free lance A 
copywriter), and do the layout. 
Voucher copies were unheard of; 
if the client wished to see whether 
his advertisement had appeared, 
he would come to the office, ask 
for the files, and—if one was 
lucky—bestow a tip in exchange! 
In the dear, dead days an ad. * x * 
handed in one morning would 
appear the following morning. 
Rates were often very much less 
during holiday periods that space 
could be picked up almost for 
nothing. Woodcuts were the 
predominant form of advertise- 
ment illustration, and many over- 
seas papers would not use any 
type size over 12 pt. 

In those days, Keymers repre- 


founder member of 


made a Fellow in 1937. 


of a well-earned rest. 


new Family 
intended to 


Doctor 
provide 


they certainly contributed to 


new journal did 


The fertile Field 


If your products or services will benefit country 
dwellers and country lovers, say so in “The 
Field.” You will be well rewarded. “The 
Field” readers don’t “skim the headlines.” It 
is read carefully and with deep interest, for it 
speaks with authority on all rural subjects and activities. 
Advertisements cannot fail to be fruitful when placed in such 
And “The Field” readership has 
increased by over 100% since the war. 


congenial surroundings. 


2 THE FIELD 


(i Tae Country Newspaper 


ADVERTISING MANAGER: A. NELSON ALLEN, 
8 Stratton Street, London, W.! ~* Telephone: Grosvenor 3592 


MEMBER OF THE A.B.C. 
eT 


ated Sales Managers’ Association. 
the 
Institute of Incorporated Practi- 
tioners in Advertising, he was 


He is still only 63, and one 
hopes that his health will improve 
to enable him to get the best out 


WHETHER the drinks provided 
by the British Medical Associa- 
tion at the party to launch their 

were 
clinical 
studies of alcoholic poisoning in 
Pressman, I; do not know, but 
a 
success which the quality of the 
nothing to 


as 


G. F. Church 
diminish. Hilary Marquand, 
“Nye” Bevan’s successor, 


welcomed Family Doctor on the 
humorous understanding that 
would contain no criticism of his 
Department or of the Minister. 

Family Doctor is edited by 
Dr. I. Harvey Flack, who 
revealed a talent for popular 
medical journalism when he was 
assistant editor of the British 
Medica] Journal. Advertisement 
and circulation manager is 
Roland H. Green. At one time 
with the Advertising Association 
as personal assistant to Jock 
Henderson, Green went back -o 
Cambridge to take a law degree. 
Since then he has been in the 
advertisement department of 
Vogue and a sales and promotion 
executive with Newnes. 


m - * 
WHILE recovering from a bout 


of pleurisy followed by ‘flu, 
Ralph Aynsley - Cooper was 
cheered by the news that the 


Recorder of Direct Mail Adver- 
tising, official organ of the Direct 
Mail Advertising Association of 
America, had published one of 
his sales letters—written for the 
Felix Cat Food Company—as an 
example of a “Good letter from 
England.” 

Asking for permission to re- 
produce the letter in the Direct 
Mail Idea Library, Robert Stone, 
vice-president, National Research 
Bureau, Inc., of Chicago, wrote: 
“It is a pleasure indeed to see 
material like yours that 1s 
sparked with creative ideas and 
sound planning.” 


* * * 


DRAMA is evidently in the 
blood of George C. Beal, of the 
Daily Mail publicity department. 
A prominent member of the 
Press Players, British Legion's 
Fleet Street Drama Group, for 
whom he has produced a number 
of plays, he has now, at the age 
of 32, blossomed into a drama- 
tist in his own right. Deane’s 
have published, at Is. 6d., his 
Late Extra, an amusing little one- 
act affair about four members of 
the Daily Globe features depart- 
ment—and a mysterious visitor 
from ancient Egypt. Even if it 
never “makes” the West End. 
there is no reason why it should 
not prove a useful addition to the 
repertoire of many amateur 
companies. 

Beal joined the Mail in 1935, 
served during the war in N. Africa 
and Italy, and has been on the 
publicity staff of Associated 


R. Aynsley-Cooper 


G. C. Beal 


Newspapers since, having acted 
as copywriter, make-up man, and 
feature writer. Under the name 
of Eros he wrote a column for 
the Continentgl Daily Mail. 


* * * 


A ROUGH passage was had 
literally by W. A. Woolward, 
director of New Press, Edinburgh, 
and president of the Publicity 
Club of Glasgow, in publicising 
the new Forth Ferry (Edinburgh- 
to-Fife), of which his firm are 
the advertising agents. 

Although an existing ferry in 
more sheltered water postponed 
service, the Eriskay, one of the 
four new 460-ton sister ships, had 
to make the crossing for the 
Scottish Press pre-view, to prove 


that it would operate in all 
weathers. With pride I record 
that the new ferry had an 


excellent “Press,” despite the mal- 
de-mer from which some of the 
scribes suffered. 

A week later, when the regular 
service was due to start from 
Granton Harbour, Edinburgh, at 

a.m., a succession of lorries 
drove up and jammed Woolward 
into a corner of the ferry-boat. 
Willy-nilly he was the first 
motorist to use the new ferry, and 
he just made the office at 9 
o'clock, after a 2-hour sail across 
the Firth of Forth and back, on 
an empty stomach. 


* * * 


SO SUCCESSFUL have been the 
Royal Family and other pictorial 
souvenir books, as well as 
children’s books, published by 
H. A. & W. L. Pitkin Ltd. (whose 
agents are Dudley, Turner & 
Vincent) that Peter Pitkin is now 
off on a 35,000 world business 
tour. Export advertising during 
the past 18 months has given 


business an impressive boost. 


WEEKS WISECRACK 


“But was it wise, Johnson, 
to offer the Windmill full 
coverage?” 
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ADVERTISER'S WEEKLY 


Over 100,000 women 


will gladly pay 1/- 


for the April issue of Photoplay with this attractive 


cover study of Nadia Gray. 
\ lush monthly magazine. Photoplay is more than 
just a film paper. It tells its readers what they want 
to know about the inside stories of the stars—their 
family lives—how they dress—how they take care 
of their beauty—and all the other glamour secret< 
so fascinating to women. And it tops off the dish 
with a four-page four-colour pin-up supplement. 


Photoplay lives on in the home. 


Vz 
>< 
TA 


Put your product among the stars 
while the rate remains at £75 per 
page. 


2 , 
>< 
Ine 
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PHOTOPLAY PROGRESS 
Founded in March 1950 
Sold 85.000 October 
Sold 100.000 December — 
GUARANTEED 100.000 
until July 1951* 


*A.B.C. Certificate January/June 
1951 will be issued 


BRITAIN’S BRIGHTEST AND MOST INTIMATE FILM MAGAZINE 
An Argus Press Publication e 8-10 Temple Avenue E.C.4 e Central 3514 
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THE MONOTYPE CORPORATION LTD., 


Ww. 


ADVERTISER'S WEEKLY 


> 


Printers with ‘ Monotype’ 
machines offer the finest 
type-setting service in the 
world: composition up to 
14 or 24 point; choice oy 
DISPLAY TYPES from 
a repertory of over 200 
that can be cast from 
HIRED MATRICES 


Loan Library: 54 Fetter Lane 
I.cndon, E.C.4 


Head Office & Works: Salfords, Redhill, Sy. Reg. Trade-Mark: Monotype 


55-56 Lincolns Inn Fields, London, 


MECHANICAL WORLD 


AND ENGINEERING RECORD 
IS INDISPENSABLE TO ENGINEERS 
Put it on your schedule for technical advertising 


EMMOTT & COMPANY LIMITED. 21 BEDFORD STREET. LONDON WC.2 
3) KING STREET WEST. MANCHESTER 3 


MANCHESTER OFFICE 


RENART | 


EALING 3362 
4644 


SCREEN PRINTING | London, W 


STUDIO LTD -AMTOTYPE: = s(t cours 


GIANT ENLARGEMENTS 
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an even bigger display at the 
Fair this year. Last year’s 
exports of the industry were 
the highest on record, and the 
figures for overseas shipments 
ia January created a new 
monthly high. 

Although the printing machin- 
ery section of the Fair will again 
be elsewhere, the Empire Hall, 


Olympia, will show plenty of 
improved office equipment 
machinery. 


Kaye’s Rotaprint Agency Ltd. 
will be demonstrating their R.40, 
which is capable of high quality 
single and multi-colour half-tone 
work, expansive solids and vir- 
tually anything that can be done 
by the normal litho machine, as 
well as their improved R.30 and 
R/KL machines. 

Gestetner will be showing 1 
new duplicator in addition io 
their already very wide range and 
representatives of direct mailing 
departments should be interested 
in the Gesteprint office process 
for making stencils. With this 
outfit, which can be used for pro- 
ducing illustrations for folders, 
brochures and catalogues, a sten- 
cil can be made from a satisfac- 
tory original jn about ten minutes, 
so eliminating block charges. 
Further advantage is that it can 
be used under normal conditions 
of controlled lighting and al- 
though the standard equipment is 
restricted to foolscap reproduc- 
tions a brief size outfit can he 
made to order if larger prints 
are required. 


Range Of Sma'l 

Printing Machines 

Also on show will be a com- 
plete range of small printing 
machines made by Adana (Print- 
ing Machines) Ltd. which now 
includes power models as well as 
hand and treadle. 

Among other interesting equip- 
ment will be the Adrema Auto- 
matic Letter-Writer which, in 
conjunction with the NEB ad- 
dressing machine, enables personal 
salutations, addresses, names and 
signatures to be matched into « 
standard letter without revealing 
it is not an original. 

The same firm will also be 
showing a roll print with guillo- 
tine enabling a reel of paper to 
be printed by address plates. 

Power, hand and foot operated 
addressing machines will also be 
shown by the Addressall Machine 
Co. A new addition to this range 
is an addresserette for the smaller 
business which prints face up so 
providing complete visibility 
throughout the process, and is 
capable of the usual skipping and 


up to 80 sq. ft. in one piece 


The ‘Autotype Co. Led. Brownlow Rd. 
EALing 2691-2-3 | 


repeating processes. 
A new small postal franking 
machine will be an jnteresting ad- 


| dition to the normal display of 
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B.LF. Will Feature Latest 
Office Print Machinery 


Despite the proximity of the opening 
Business Efficiency Exhibition to the closing day of the British 
Industries Fair, the office equipment industry will be making 


date of their own 


Universal Postal Frankers Ltd., 
and should prove a boon to firms 
who want a machine of this type 
which can be sealed by the 
G.P.O. for amounts only slightly 
over £2. 

In marking methods, J. Sloper 
& Co. will be showing a further 
developed perforating machine 
which can be used for numbering 
films and blue-prints as well as 
fabrics and skins. 

The joint secretaries of the 
section are Mrs. S. S. Elliott, 
M.B.E., exhibition director of 
the Office Appliance Trades As- 
sociation, who is also a joint 
director with Mr. Wylton Todd, 
and Mr. D. C. Scoones, of the 
Association of British Business 
Equipment Manufacturers. 


Design Enters 
New Period Of 
Patronage 


Mr. Paul Reilly, chief informa- 
tion officer, Council of Industrial 
Design, in a paper on “A Cen- 
tury of British Design” read to 
the Royal Society of Arts, said: 

“We are entering a period of 
patronage such as has not been 
seen since the eighteenth century. 
There is to-day more power in 
fewer hands for influencing taste 
and design than at any time in 
our history. 

“If the great captains of indus- 
try and the governors of our 
nationalised undertakings will 
have the nous, energy and dis- 
crimination to treat design as a 
responsibility of top manage- 
ment; to treat it as a topical 
issue, not an antiquarian study; 
to keep their eyes on mobility, 
lightness, flexibility, economy 
and modesty; to turn their backs 
on the pompous, the monumental 
and the vainglorious; if they will 
make a virtue of the sveed and 
transience of modern living and 
be masters of it, they will have 
a good chance in this second half 
of the twentieth century to re- 
create a living tradition of British 
design.” 


Accent On The Home 


Cotton furnishing fabrics by 
20 manufacturers are included ‘n 
“Hospitality at Home,” an exhi- 
bition of furniture and furnish- 
ings, which opens at the Tea 
Centre, Regent Street, to-day. All 
of the fabrics have been supplied 
by the Colour Design and Style 
Centre of the Cotton Board. 
They are representative of the 
major types of cotton upholstery 
and drapery cloths produced in 
Lancashire. 

“Hospitality at Home” is 
staced by the Council of 
Industrial Design in conjunction 
with the Tea Bureau. 
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CURRENT ADVERTISING 


More Spring-Cleaning Campaigns : 
Return of ‘ Little Chip : Marmalade 


NEW_ACCOUNTS 


To J. P. McNulty & Co. Ltd.: 
British and Overseas Merchants 
Ltd., proprietors of Ta-Ta, plastic 
coil for making hats, which is 
exhibited at the Daily Mail \deal 
Home exhibition. Campaign in 
Evening Standard and Evening 
News. 

To Nicholls Dorrity Advertis- 

Ltd. (Birmingham): Gatty 
Sales Ltd. 

To Samson Clark & Co. Ltd.: 
Aviation department of Esso. A 
new advertising scheme using 
aeronautical Press includes full 
colour pages. Also black and 
white pages in the Aeroplane, 
Flight, Aeronautics and Punch. 

To F. Pritchard, Wood & 
Partners Ltd.: “Number Seven” 
range of beauty products of 
Boots Pure Drug Co., Ltd. 

To S. P. O'Connor: Josuam 
Kershaw & Co. Ltd., Oldham, 
tanners and leather converters 
(trade and technical Press).— 
Festival of Britain Stamp Shop 
(philatelic magazines, extending 
to nationals)—R. J. Bowman 
Ltd., makers of Magimix electric 
food mixer.—Star Centres Ltd.. 
organisers of exhibitions and 
travel facilities (trade and tech- 
nical magazines). 


NEW CAMPAIGNS 


For Keiller’s “Little Chip” 
clear jelly marmalade re-intro- 
duced at Daily Mail Ideal Home 
exhibition, in provincials. Agents: 
C. J. Lytle (Advertising) Ltd. 

For Quaker “Sugar Roasted” 
corn flakes, Quaker Quick 
Macaroni and Quaker Puffed 
Wheat, in national dailies and 


New Hoover 


Product 


A anew Hoover electric floor 
polisher is to be launched in Bel- 
gium in May. No plans have 
yet been made for bringing the 
product into this country. 


Sundays, half page Radio Times, 
Reveille, and Thompson's Week!y 
News. Radio Times advertise- 
ments in Grocer and Grocers 
Gazette, will feature the Quaker 
“Sugar Roasted” Corn Flakes 
advertisements. Agents: Masius 
& Fergusson Ltd, 

For Vim, with a spring clean- 
ing message, in normal Vim 
schedule including half-page 
Daily Express, national dailies 
and Sundays, London evenings, 
periodicals. Agents: Lintas Ltd. 

For Stockle'gh Hosiery Com- 
pany Ltd., introducing “Proper 
Pride” lingerie, in national Press 
and women’s magazines. Agents: 
S. H. Benson Ltd 

For Hoover cleaners. 
cleaning campaign 
dailies and Sundays, London 
evenings, women’s magazines, 
periodica's and provincial Press. 
Agents: Erwin Wasey & Co.. Ltd. 


Spring 
in national 


Colman, Prentis & & Varley Ltd. 
are launching a new campaign in 
magazines and trade Press for 
Colas Products—specimen above. 

For Jubilee, brewed and bottled 
by Hope and Anchor Breweries 
Ltd. First national Press adver- 
tising appeared last Thursday 
with an 8 in. d.c. in Daily Mail. 
Previously the campaign has been 
confined to the provinces. Agents: 
Thames Advertising Service Ltd. 

For 1951 Business Efficiency 
Exhibition (June 6-16) in national 
and provincial Press, trade and 
technical Press. Outdoor publi- 
city includes posters and London 
bus side displays. Half a million 
sticker stamps (coloured minia- 
tures of the poster) are also in 
production. Agents: W. H 
Emmett & Co., Ltd. 

For Carburol, made by United 
Lubricants Ltd., provincial cam- 
paign which will work up to a 


national campaign using large 
spaces in national dailies and 
Sundays. Agents: Robert Free- 


man Co., Ltd. 

For B. Dixon-Bate Ltd., makers 
of trailers and caravan chassis, re- 
newals in motoring. motor trade 
and caravanning journals. 
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For Mentor shirts, made oy 
W. M. Miller & Co., Ltd., in 
national and Scottish dailies, 
Punch and Picture Post. Agents: 
Stowe & Bowden q 

For Sobell Industries Ltd. in 
national and provincial Press, 
London evenings, magazines, and 
local Press including Daily Mail, 
Daily Express, Daily Mirror, 
Daily Graphic, News Chronicle, 
Everybody's, Picture Post, John 
Bull, Illustrated, Reveille and 
Radio Times. The Stargazer, a 
new Sobel] television set will Se 
featured in this campaign. Agents: 
Paul E. Derrick Advertising 
Agency Ltd. 

For Bell decorative lamps ina 
class and home magazines and 
trade Press. Agents: D. J. 
Keymer & Co., Ltd. 

For Meltis Ltd., confectionery 
manufacturers, with an extensive 
use of four colour advertise- 
ments, a new departure for the 
firm. Campaign, scheduled for 
one year, includes full or half- 
page insertions in weekly and 
monthly magazines, women’; 
journals. Agents: Willings Press 
Service Ltd. 

For Carter's Quosh in Daily 
Mail, Daily Express (half-page), 
Daily Mirror, Daily Herald, News 
Chronicle, Daily Graphic, Sunday 
Express, Sunday Chronicle, 
Sunday Pictorial, News of the 
World, Radio Times, Picture 
Post, Illustrated, John Bull and 


Punch. Agents: Dorland Adver- 
sing Ltd. 
Magazine Advertising Ltd. 


have been appointed sole adver- 
tisement managers of E. & F. N. 
Spon Ltd., scientific and technic i 
publishers of 22 Henrietta Street, 
W.C.2—not advertising agents a3 
incorrectly stated last week. 


Portable Poster 


A mobile poster, 23 feet, x 
9 feet, which will attend race- 
course Meetings and other special 
events in the South of England, 
is among the latest promotion 
material to be used by Watney 
Combe Reid and Co. 

The solus site on wheels is be- 
ing operated by More O’Ferrall 
Ltd. with a poster designed by 
Alfred Pemberton Ltd. 


Radio Show’s World-Wide Publicity 


The public relations committee 
of the Radio Industry Council 
has launched an advertising and 
publicity campaign for this year’s 
National Radio Show on a more 
comprehensive scale than 
previously. 

The poster campaign at home 
will include 9,000 double-crown 
“what, when and where” bills 
and 6,000 listing the attractions 
like a variety show bill for 
dealers’ shops, the Underground 
and other sites.. The simnler bill 
will also be used in 16-sheet 
size on many hundreds of hoard- 
ings in the London area. 

Bus sides are also to be used 
and 8.000 car stickers and 
200.000 letter stickers are to be 
distributed. There will be 


special posting around and on 
the facade of the Earls Court 
building. 

There will be display adver- 
tising on a greater scale than 
hitherto in the national morning 
and Sunday papers and in the 
London evenings and for the 
first time limited space is being 
taken in selected radio trade and 
technica] journals overseas. 


Rumble, Crowther & Nicholas 
Ltd. have again planned the 
campaign in collaboration with 
the P.R. committee and are hand- 
ling the advertising. 

Editorial publicity is in the 
hands of the Radio Industry 
© oats Press Officer, Andrew 

eid. 
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Planners 
and 
Producers 


of 
DIRECT 
MAIL 


RESULTS 


if your campaign is directed 
to the general public 


iF you wish to approach 


selected groups o 
consumers 


IF you want to contact any 
particular trade group 

iF you must mail to any or 
several kinds of industrial 
concerns 

ir you need any or all of the 
services connected with 
direct mail at home or 
abroad (Facsimile letters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 


YOU WILL NEED 


SIMMONDS 


(POSTAL PUBLICITY) LTD 


82-84 PECKHAM RYE 
LONDON SEI5 
Telephone : NEW CROSS 5541 


Together with our associate company 


SIMMONDS PRINTERS LTD 
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ADVERTISER'S WEEKLY 


THAT the National Pipe Smok- 
ing campaign Is temporary 
delayed by a shortage of card- 
board for showcards. 

% ; 


THAT Hubert Craddock was in- 
disposed and unable to preside 
at last week's 1.A.M.A. meeting. 


tHAT E. MeNeill Cooper-Key, 
director of Associated News- 
papers and M.P. for Hastings, 
visited the stand of London 
Coastal Coaches Ltd. at the Ideal 
Home Exhibition. With him is 
F. W. J. Robinson, = general 
manager, London Coastal Coaches. 


We Hear— 


THAT the long unbeaten W. S. 
Crawford darts team, captained 
by Fred Folkerd, lost to Erwin 
Wasey & Co., Ltd., led by Bruce 
Croucher, 2 
Anchor, Wine Office Court, last 
week. 

* * 
THAT the Tomato and Cucum- 
ber Marketing Board are offering 
a prize of 25 guineas for the best 
marketing trade mark suitable as 
the insignia for the Board. 

* * * 
THAT the International Bakers’ 
and Confectioners’ Exhibition is 
being revived this year for the 
first time since the war. 

* * * 

THAT S. C. Johnson & Son, who 
recently launched Car-Plate in 
this country, are marketing a new 
furniture polish in the U.S. 
called “Pride.” 

7 * * 


THAT an American firm have 
trained parrots to say nothing 
but the name of their product. 
- + * 

THAT on April 2-3 Patons & 
Baldwins will be hosts to 80 mem- 
bers of the Press on a 24-hour 
facility visit to their new £7 
million worsted spinning factory 
in Darlington. 


Change here— 


Kodatrace 


Colour 
Separation 


Super- 
Imposed 
Lettering 


for 
LINE NEGATIVES 


A KODAK PRODUCT },j'! 


Kodatra 


THE MODERN TRACING FILM 


Where ‘white-on-black’ line 
blocks are required, the cost of 
reversal can be saved by drawing 
the design in black on Kodatrace 
and using it as a negative to 
obtain a photographic print from 
which straightforward line blocks 
can be made. This is yet another 
example of how Kodatrace saves 
both time and money. 
Kodatracing is the modern studio 
technique for colour line 
separation, super-imposed 
lettering, line drawings from 
photographs, retouching, 

silk screen negatives etc. 


it 
i¢ 


* WAR 
44» ' ‘ q 
bm, 


ce! 


Supplied in 30° and 40° widths in rolls of 20 yards and half rolls of 10 yards. 


Sole Distributors 4.0. Slern 


CRAVEN HOUSE, 12! KINGSWAY, LONDON, W.C.2. Tel: HOL. 6086 


0 at the Crown & 


H. L. Scott, chairman of T. G. Scott & Son Ltd., faced a most 
appreciative audience when proposing a toast at the firm's annual 
dinner and dance. 


THAT the attendance of 343 at 
the recent Publicity Club of 
London meeting addressed by 
Dr. Edith Summerskill was a 
record. 

* * * 
THAT a bridge match between 
the Publicity Club of London 
and the Aldwych Club has been 
arranged for Monday, April 23, 
at the Aldwych. 

* * * 
THAT a “Keep Britain Tidy” 
campaign is to be sponsored by 
the Government, and represent- 
atives of local authorities, British 
Transport Commission, advertis- 
ing agencies, and Government 
departments have formed an anti- 
litter working party, 

* . * 
THAT David Inches, account 
executive with Leon Goodman 
Displays Ltd. was married 
recently to Miss Constance L. 
Symons. 

* * * 

THAT S. W. Goodey, publicity 
manager of A.C.V. Sales Ltd.. 
was entertained to dinner at 
Restaurant Frascati by a party 
of 27 of his longest serving col- 


leagues to mark his recent 
retirement. 

* * * 
THAT the Lord Mayor and 


Lady Mayoress of Hull (Cr. and 
Mrs. H. J. Barney) and the 
Sheriff and his lady (Cr. and 
Mrs. F. L. Bailey) paid a civic 
visit to the Hull Daily Mail last 
week 
* * * 

THAT a resolution calling for 
“a stronger line in Union adver- 
tising” was defeated at the Easter 


Conference of the National 
Union of Journalists. 

* * 
THAT advertising the appear- 
ance of professional artists at 


licensed premises has been for- 
bidden by the chairman of Liver- 
pool Licensing Sessions. 

* 


* * 
THAT R. J. Simpson, sales 
director, Marco’ Refrigerators 
Ltd., outlined the company’s 
sales policy for 1951, and H. C. 
Timewell of Stuart Advertising 
Agency Ltd., described the 


policy of the current advertising 
campaign, when they spoke at 
the first post-war Marco Sales 
Convention. 


THAT to further Anglo- 
Netherlands friendship and trade, 


British Vogue Export Book is 
to-day presenting a show of 
British fashions at Schiphol 
Airport, Amsterdam. It will be 


directed and announced by the 
editor, Rosemary Cooper. 


* * . 
THAT Old Moore's Almanac, 
1951, has been banned from 


circulation in Eire by the Censor- 
ship of Publications Board. 

* * - 
THAT latest figures show that 
3,202 persons are employed in 
public relations work . in 
Government Ministries, 834 in 
home departments and 2,368 in 


overseas departments. And— 
* * 7 
THAT £2,075,000 has been 


provided for them in the 1950-51 
Estimates. 

* - * 
THAT London Art Service Ltd. 
moved to new offices at Artists 
House, Manette Street, W.1, on 
Tuesday. 


ADVERTISING 
DIARY 


Friday, »M. 

REGENT ADVERTISING UB. 
annual dinner and dance. Holborn 
Restaurant, 

British Display ASSOCIATION 


annual mecting 
Bureau, Savoy Hill 
Pusticity CLus 
Speaker: Alastair 
venor Restaurant. 
Tuesday, April 3. 
INCORPORATED ADVERTISING MANA- 
GERS’ ASSOCIATION. Visit to B.B.C. 
Pustictry CLUB OF SUNDERLAND. 
George Wood on “Psychology.” 
Grand Hotel. 7.30 p.m. 
Wednesday, April 4. 

INSTITUTE OF PuBLIC RELATIONS. 
Johnson on “P.R. for 
Britain—P.R. in the Colonies.” 
King Street, 


Lighting Service 


or GLAscow 
Revie Gros- 
12.55 p.m. 


Pusticiry Cius or GLascow. 
Speakers: Det. Set. H Thom- 
Inspector Ewing, 
Grosvenor Restau- 


m 
Monday, April 9. 
Posicrry Civus oF _ Lor 


b- “ 
Exhibition." Waldorf Hotel 
BRisTOL A? 
Cuvus. Arthur J 
play—the ‘Last Word" in advertis- 
ing.”” Grand Hotel. 6.30 p.m. 
Tuesday, bp 
Pusticity CLUB OF NEWCASTLE, 
junior section H. D vy on 
“Commerc al Printing.” 7 p.m 
Wednesday, April 11. 
ADVE8T!SING CLUB OF 
A. H. H. Goodwin on “ 
process b'ocks.”’ 


OxPorD. 
More about 
Agricola Restau- 


rant. 6.30 p.m. 
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ADVERTISER'S WEEKLY 


C kerma b#- 


PAPER and BOARD 
TRANSFERS 
GLASS and METAL 
PLASTICS 


C heme Kiet 


154-156 FENCHURCH ST., LONDON, E.C3 
TELEPHONE: MANSION HOUSE 2616, 2617, AND 2618 


There’s business for YOU 
in PAKISTAN! 


G¢. Last year, nearly 100 wise British and Conti- 
nental advertisers tapped the rich market of 
Pakistan by taking space in “The Economic 
Observer” (Karachi) Annual number. 


C. In May this year, this eagerly awaited Annual is 
publishing its second number. 


G. If you want business in the young progressive 
Dominion of Pakistan—take space in the Annual 
and you will tell your story to every worth while 
trade and industrial house in this rich trading 

territory. 


Closing date for complete blocks is April Ith. 
Write or telephone our London representative 
to-day and he will give you rates, and mechanical 
requirements. 


THE ECONOMIC OBSERVER 


(KARACHI) 
ANNUAL NUMBER 


Advertisement Representatives: 
THE HIND ADVERTISING SERVICE 
107 TOLLINGTON WAY, LONDON, N.7 
Telephone: ARChway 2411 


%* James H. Young 


DRURY PRESS 


announce 


Works 
Management 


May Ist. 


WORKS MANAGEMENT is the Official Organ of the 
Institution of Works Managers (which incorporates the 
Institution of Factory Managers and the Works Manage- 
ment Association). 


WORKS MANAGEMENT deals with the job of the 
Works Manager, on the floor, in the office, at the board 
meeting. Salesmen know the value of the Works 
Manager's “O.K.” He's the man behind the buying. 
The man who runs the Works. 


WORKS MANAGEMENT wil! be available on the first 
day of every month to all in industry. 


WORKS 
MANAGEMENT 


Soren one 


We Re Ff ey eee ree 


Rates from: 
% ADVERTISEMENT MANAGER 
WORKS MANAGEMENT 
18/20, York Buildings, Adelphi, London, W.C.2. 
Trafalgar 1388. 


Some dummy copies are available. 
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$70 
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printed matter use 


“MORANE’ 


For a superior finish on showcards and other 


*‘MORANE’ HEAT SEALING 
TRANSPARENT PLASTIC MATERIAL 


Can be fixed with a small press at your own or 
at your printer’s premises. 


Full details from : 
MORANE PLASTIC CO. 
21 Woodthorpe Road, Ashford, Middlesex 


LTD. 


2 


| 


THE WORLD’S “<REATEST 
BOOKSHOP 


| * FOR BOOKS * 


Stock of over 3 
million volumes 


New, Secondhand and Rare 
Books on every subject 
119-125 CHARING CROSS ROAD, W.C.2 


Gerrard 5660 (16 lines) 
Open 9-6 (inc. Sats. ) 


TKO 


se 


sa 
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British advertisers anxious to 
increase their trade with 
Denmarkshould investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Fut! details from: 


CRANE-DEBENHAM LTD., 
69, FLEET STREET, LONDON, E-C-4 


Central 2811 


FOR 
WEEKLIES 


AND 


MONTHLIES 


consult 


G. F. TOMKIN LTD 


Bus 


Day and Night 
PRINTERS 
501 /5 Grove Green Road 
LONDON, E€.11 Tel. LEY 1164/5 


HARROW 
BILLPOSTING 
COMPANY 


PAODING TON 0186)? 


37 SPRING STREET w.2. 


we 


your asset. 
For QUALITY end RELIABILITY 
‘Phone Shoreditch 3942 


ROTAPRINT & MULTILITH USERS 


We offer you a speedy Photo-Litho service 
that is second to nonw .... Our speed is 


VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


| 
| 
| 
| 
| 


| Est. 1908 


Phone : Hol. 8641/2 


Beaded 


| 87/93 LAMBS CONDUIT ST., W.C.I 


Directors : 


George Miall, Arthur Lambert, Percy Millward 


House to Houre distribution of 
circulars etc. by men under efficient 


| supervision. Envelope Addressing, 


Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


| Publications News and Notes 
ES TE ee aR ESS ee, a 


Survey Of Men’s 
Wear Industry 
Published this month by 
National Trade Press is the first 
Annual Survey of the British 
Men’s Wear Industry. This 
lavishly produced voiume, which 
takes the place of the March 
issue of Style for Men Overseas, 
contains over 260 pages (134 in. 
x 10 in.), many of which are 
printed in full colour. The work, 
divided into sections on fabrics, 


clothing, outfitting, and acces- 
sories, has been des.gned as a 
comprehensive guide to the 


men's wear industry for the use 
of overseas buyers in Festival 
year. Most of the 98 editorial 
pages are devoted to illustrations 
of actual merchand.se, there 
being more than 250 editorial 
reproductions of fabrics alone, 
but there is also a section of 
progress reports on latest 
scientific developments the 
textile industry. 
* 


in 
* * 

The Daily Mail is to publish 
a Festival of Britain Supplement 
in mid-April. It will consist of 
80 large pages, fully illustrated, 
and will sell at 6d. per copy. 

In addition to a preview of 
the South Bank site and the 
Battersea Pleasure Gardens, it 
will contain articles on the 
celebrations in England, 
Scotland, Wales, and Northern 
Ireland. and a detachable guide. 

* * * 

A special survey of the City 
Between The Festivals (1851-1951) 
is announced by the Investors’ 
Chronicle. 

* * 

To-day (Thursday) Temple 
Press Ltd. published The Motor 
Year Book 1951, and a new 
annual Motor Cycling Year 
Book 1951, which is compiled 
on similar lines and covers sport- 
ing events and records, technical 
reviews, road tests and general 
touring topics. 

* * * 

Launched four years ago as 
the Vegetarian the scope of this 
journal is now being broadened 
and the title changed to World 
Forum with the spring issue due 
out April 3. The sub-title of the 


fiat THORNTONS 
help you with that f 

| 8.1.F. STAND 
Also portable displays 


Jsingle or quantity 


Designing und/or contracting 


THORNTONS’ (BIRMINGHAM) 


COMMON LANE, KENILWORTH 
Phone: Birmingham Stechford 4235 


L.G.B. 


magazine will be 
devoted to living reform.” The 
journal, which is a Is. 6d. 
quarterly, is published and edited 
by Geoffrey L. Rudd. Despite 
Stringent regulations regarding 
advertisers—all products are 
tested before copy is accepted— 
the advertising content has more 
than doubled in four years. The 
last issue carried 22 pages of 
advertisements, some in colour. 
” * * 


“a magazine 


The advertisement department 
of Newnes-Pearson have pro- 
duced a _ three-leaf promotion 
folder to announce that the third 
edition of their Packaging and 
Display Encyclopaedia will 
appear early in 1952. 

” * * 

Kenneth Baily, the television 
correspondent, and People radio 
columnist, has again been ap- 
pointed editor of Odhams Tele- 
vision Annual, for the second 
year of its publication. Odhams 
launched the annual as an experi- 
ment last October. Plans are 
now laid for publication in 
October of the 1951-52 edition 
ona bigger annie. 


*x 
Naldrett Press Ltd. announce 
the publication in April of 


English Golf, the official organ 
of the English Golf Union, an 
attractive and authoritative maga- 
zine about every aspect of the 
game. 

* *« 

of Sporting 
Record’s “Sportsman of the 
Year” trophy to Reg Harris, the 
public’s choice for 1950, will be 
held at the Savoy Hotel on 
Monday. This follows the fifth 
Sporting Record national ballot 
organised to elect the sportman 
—or sportwoman—considered to 
have done most during the year 
to raise the prestige of British 
sport. The presentation will be 
made 7 the mel of Heath. 


Presentation 


Garden Requisites is the third 
in the series of Hardware Trade 
Journal key lists which has just 
been published. It contains the 
names of approximately 11,000 
manufacturers of garden appli- 
ances, tools, accessories, etc., 
together with the names of their 
branded products. 


FOR DISPLAY & SCREEN PRINTING 


LONDON TEL: TRA 4277 
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Ad. Manager 


$71 


And P.R.O. 


Must Work In Harmony 


working in close harmony. 

This was the _ conclusion 
reached in a discussion between 
the Incorporated Advertising 
Managers’ Association and the 
Institute of Public Relations. 

Speakers were F. W. Paul 
Corbould, chairman 1.A.M.A., 
and Gordon Hargrave, imme- 
diate past president, on behalf of 
the advertising managers, and 
Roger Wimbush and T. H. 
Traverse-Healy, for the P.R.O.s. 

Mr. Wimbush thought that a 
P.R.O. dealt with ideas while an 
advertising manager dealt with 
“things.” The advertising 
manager concentrated on value 
for money. The P.R.O. never 
looked for immediate results. 

“The advertising manager,” he 
continued, “comes into the 
picture at the end of the assembly 
line when he is faced with a 
commodity to dispose of. The 
P.R.O. comes in at the very first 
chapter and is there the whole 
time.” 

Mr. Hargrave disputed that the 
advertising manager dealt with 
“things.” “The advertising 
manager,” he contended, “is a 
man of ideas—he promotes a 
thing and starts it rolling.” 

He felt that the P.R.O. acted as 
a link between the Press and the 
public, and that frequent Press 
criticism of P.R.O.s must have 


some real foundation in fact. 

Mr. Traverse - Healy said: 
“Don’t get the impression that 
the P.R.O.’s job is to farm out 
puffs to the Press. Don't think 
that the P.R.O. thinks jn terms of 
column inches in justification for 
his job. His job is to come back 
to his Board and tell them—This 
is what the public is thinking and 
why, so your policy should be -o 
and so’.” - 

Mr. Corbould suggested that 
the Advertising Association 
should employ a P.R.O. to put 
forward the case of advertising to 
the layman. 

Quotes from other speakers: 

“I don’t believe that the adver- 
tising manager and P.R.O. can 
be rolled into one in any big 
organisation. It is easier for 
there to be two individuals with 
give and take on both sides”—Mr. 
Alan Hess. 

“I think an _ advertisins 
manager and P.R.O. can work 
side by side on a basis of mutual 
respect”—Mr. Arthur Cain. 

“If the P.R.O. does one job 
and the advertising manager 
another they will both benefit by 
co-operation”—Mr. C. J. Rose. 


Agence Yves Alexandre have 
asked us to correct a slip in their 
translation of a phrase in the 
advertisement on page 19 of the 
French Supplement published 
with this issue. “Get him to give 
up his ‘droit de suite’” should 
read “get him to ask about his 
‘droit de suite.’” 


THE FATHER OF 


As a _ contribution to the 
Festival of Britain, Kodak Ltd. 
are staging an exhibition designed 
to show why William Fox Talbot, 
a British scientist of genius, may 
be justly described as the “Father 
of Modern Photography.” 

By a comprehensive display of 
photographic equipment, original 
prints, notebooks and letters, this 
exhibition will show how Fox 
Talbot's experiments, carried out 
over 100 years ago, formed the 
basis of modern photography. 
Many of these exhibits, brought 
from the Fox Talbot home at 
Lacock Abbey in Wiltshire by 
kind permission of Miss M. T. 
Talbot, C.B.E., have not been 


PHOTOGRAPHY 


available before. Visitors to the 
exhibition will be amazed to find 
how far he advanced not only 
towards modern pictorial photo- 
graphy but also towards technical 
and industrial applications of 
photography. 

Subject matter which includes 
the evolution of the box camera; 
printing papers; document copy- 
ing; Mass reproduction of photo- 
graphs; reproduction of photo- 
graphs by _ photomechanical 
means; filters; flash photography; 
photography by invisible radia- 
tion. In each case the present- 
day equivalent will be displayed 
alongside the Fox Talbot 
original. 
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Will Publishers, Suppliers and 
, Friends kindly note that we are 


now in process of moving from 
$ 96 EBURY STREET, S.W.!, TO 


S45 PARK LANE: 
¢ LONDON, w.! ; 


Telephone: GROsvenor 2865/6 
 S. P. OCONNOR & CO. LTD. , 


and Associates, 
| ABBOTT, BOOTH & cO., 4 
Se BANKWIN DISPLAYS,” ¢ 

INTER-TRADE CORPORATION 
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SILK SCREEN ARTS Lt 


97 SHIRLEY ROAD. CROYDON 
ADOISCOMBE 314 P86 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN & SHARP \ EXPRESS 
CRAFTSMANSHIP DELIVERY 


DAYLIGHT GLOWING POSTERS 


ADVERTISER’S WEEKLY 


Three Valuable Guides for the Advertiser 


SANDBROOK. 


= which it is divided. 


LANE’S ADVERTISING ADMINISTRATION 
Principles and Practice Second Edition by N. T. 
Advertising Association Diploma. 
Lecturer on Advertising Subjects at the Birmingham 
Commercial College. Price 15s., by post Is. extra. 
Recommended by the Advertising Association for those 
studying to attain their professional qualifications, this work 
not only provides a broad survey of the advertising world. 
but gives an insight into every section and department into 


REDMAYNE 


by post Is. extra, 


and in the United States. 


AND WEEKS’ 
RESEARCH Second Edition revised and rewritten 
by R. N. Wapswortn, M.A., A.C.A., of Cadbury 
Brothers Ltd., Bourneville, and B. D. CopLanp, of 
Research Services Ltd. and the London Press 
Exchange Limited, Media Research. Price 17s. 6d., 


The authors of this work treat market research as a practical 
aid to salesmanship rather than as an independent sci 
emphasising the recent advances made 


MARKET 


science, 
in this country 


time-saver and safeguard. 


—— 


LEAPER’S LAW OF ADVERTISING By 
W. J. Leaprer, of the Inner Temple, Barrister-at- 
Law, Assistant General Secretary of the Advert...ag 
Association. Price 21s., by post Is. Id. extra. 
A comprehensive and convenient book giving expert guidance 
and advce on the legal problems and pitfalis which beset 


all concerned with advertising in its many forms. Well- 
ordered, readable and casily understood, it is a valuable 


, BUTTERWORTH & CO. (Publishers) LTD., BELL YARD, W.C.2 


Scaling up 
or down? 


How many times a day do you come up 
against problems of proportion? The 
RADIAL calculator will solve them in a 
fraction of the time taken in working out 
awkward fractions, or in ‘squaring up’ and 
ruling a diagonal. In the hands of artists, 
layout and production men it saves literally 
hours every week. Precision-made of white 
ivorine, with the scales engraved and filled 
in two colours, the RADIAL costs only 
Ss. 6d., post free. Send for yours today! 
If it does not save you valuable time in the first 
week of use, we will gladly refund the cost. 


c. S. PRODUCTS 4 
25 Terminus Road, Eastbourne 


RATE CARDS 
please! 


Marshall Green Ltd., a newly 
formed Agency, will be pleased 
to receive rate cards and details 
of all lay, wade and technical 
riodicals—to I4a Cavendish 

, Cavendish Square, W.1. 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 
10 PERCY STREET * LONDON * WI 
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ADVERTISER'S WEEKLY 


Legal and 


Gazette 
LIGHTS BAN: £5 FINE 


A fine of £5 was imposed on the 
Carlisie branch of Jay's Household 
Furnishers, at Carlisle, for contravening 
the Advertising Lighting (Prohibition) 
Order 1951 

Evidence that 41 lights were burning 


in the shop between 7.15 p.m. and 8 p.m 
on February 4, was given by a police 
sergeant. In addition a washing machine 
was working in the window, he stated 

Defendant claimed that he and his staff 
ha n stocktaking and had adjourned 
for tea. 


VOLUNTARY LIQUIDATION 


At a meeting of creditors of Sporting 
Mirror Publications Ltd., 145 Fleet Street, 
3.C.4 a statement of a was 
presented which showed liabilities 
amounting to £6,260, and net assets of 
£1.229, or a deficiency of £5,031 

The company was registered five years 
ago with a nominal capital of £3,000, of 
which £1,850 had been issued for cash 
Tht present position was attributed to the 
continual increasing cost of materials, 
labour and printing 

A resolution was passed confirming 
the voluntary liquidation of the company 
with Mr. L. Ward, accountant, of 16 
Brook Street. W.1, as liquidator A 
committee of inspection was appointed 


NOTICE OF DIVIDEND 


Joun Rup.ey, trading as Cole Ripley 
Printing, at the Palace of Industry, Wem- 
bley, Middlesex — No 
905 of 1932. Second of £. 
payable April 6, at Bankruptcy Buildings, 
Carey Street, W.C.2 


WILLS 
Percy Hinvs, of Little Aston, Streetly, 
Staffs, Midland representative of 
Monotype Corporation Ltd., Birmingham, 


left £2 325 16s. 7d. gross, £2,069 18s. 4d 
Henry Furrece, of Churchwood 
Avenue, Headingley. Leeds, a former 


editor of the Yorkshire Evening Post, 
left £11,960 Ils, 9d. gross, £11,612 12s. 4d. 
net 

JouN JAMIESON Munro, chairman of 
Jamieson and Munro Ltd.,_ proprietors 
of the Stirling Observer and associated 
newspapers, a former president of the 
North British Newspaper Association, 
Ltd., left personal estate in England a 
Scotland valued at £23,977 


LeonaxD THOMAS COLLINGRIDGE, of 
The Grange, Neasden, N.W., and 
Tenga, Aros, Isle of Mull, for many 
years senior partner in the publishing 
house of W. H. & L Cee left 
£37,939 9s. 9d. gross, £34 19s. Sd 
net value. (Duty paid £8 500. 


New a 


Sporting Publicity (Leeds) Ltd., 
Waterloo Chambers, Waterloo Street, 
Leeds, 10 Nominal capital: £1,5 
Directors: L. E. Hodgkiss and J. J. 
Eastwood 


Gunn-Darbyshire Publications Ltd. To 
take over business of publishers and 
editorial consultants carried on at 2, 3 and 


S Studio Place, S.W, as “Claughton 
Darbyshire-Editorial Consultant.” Nomi- 
nal capital: £100. Dbrrectors: H. S. Gunn 
and L. C Darbyshire 

Collins : Servic Ltd. 
Nominal capital: £2,000. Director: W 
Collins 

Scintifiating Sign Service Ltd. 3 5 


Colebrooke Place, Essex Road, N.1. To 

take over business of a sign manufacturer 

carried on by Bertie V. Hollands at Cole- 
1 


brooke Place. ?} yominal capital: 
£1,000. Directors: B. V. Hollands and 
Mrs. L. Hollands 

(The above-men.oned particulars of 


Registration beats c Chancery Lane, 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 


meni STUDIOS (SIGNS & DISPLAYS) LTD 
so 


STON ROAD. HANWELL W? 
at e fat 9308 
Personal Arce quiries & Prod 
Complete and Guaranteed aes vice in the Fullest Sense 


| 
| 
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Marcu 29, 1951 


CLASSIFIED ADVERTISEMENTS | 


RATES: APPOINTMENTS VACANT 3s. 6d. per line. My a a gy - WANTED 
4s line. panel 35s. per inch classifications 4s. 


insertions, 10% on 26, 
seven insertions MUST BE PREPAID. 
Street, E.C.4. 


PPOINTMENTS VACANT 


INTERNATIONAL WOOL 
SECRETARIAT 
PRESS SECTION 


Sub-Editor and Re-Write man 
to handle I.W.S. News Ser- 
vices required, Should have 
considerable editorial experi- 
ence. Knowledge of wool 
industry desirable. Age limit 
35. Salary £750. There is a 
superannuation scheme 
Apply, with full particulars to 
SECRETARY, 1.W.S. 
DORLAND HOUSE 


20 LOWER REGENT STREET 
LONDON, S.W.! 


APPLICATIONS are invited for the 
appointment of Assistant General 
Secretary to the Advertising Associa- 

Candidates must possess initiative 

and should not be over 45 
years of age. Intimate knowledge of 
the Advertising Industry and consider- 
able experience of Committee work are 
essential. Applications which must be 
in writing, should be addressed under 
confidential cover to The Director, Ad- 
vertising Association, 110-111 Fleet 
Street. London, a vl 

ADVERTISING MANAGER | required 
for medium-sed departmental store in 
North bn Bangg en salary £500- 

mt opportunites 
Box 1479 ‘ad “Weekly 180 Fleet St EC4 
PRODUCTION ASSISTANT required 


Salsbury <oauare. 
CEN 815 


SPECIALITY SALESMEN 


required to introduce for first time in 

this country new Animated Signs 

Agency and User contacts essential 

Generous commission and expenses. 

Full details in_ confidence to Sales 
irector 


Fleet Street, E.C.4 


Box 1494 
Advertiser's Weekly, 180 Fleet St., E.C.4 


TECHNICAL ILLUSTRATORS, Artisis 
or draughtsmen fully capable of making 
perspective drawings of aircraft paris, 
systems, etc., in line for reproduction 
Familiarity with engineering drawings 


is essential. Pension scheme. Apply in 
writing to Personnel Manager, The 
Fairey Aviation Co. Ltd, Hayes. 
Middiesex 


TECHNICAL WRITER required in 
Gloucestershire Experience in 
Mechanical and Electrical technical 
writing and practical and theoretical 


knowledge. Apply with full details of 
experience. qualifications, age and 
salary required <t° Box AC 61011 


— Clarks, 57/61 Mortimer Street, 
1 

an ES PROMOTION AND ASSISTANT 
SALES MANAGER. An opportunity 
exists for an exceptional young man in 
his early thirties to take over the ad- 
vertising side of a well-known Public 
Company, and to understudy the Sales 
Manager. He must have experi- 
ence in marketing, advertising and sales 
methods. The Organisatior is a very 
live one operating on modern selling 
methods dealing mainly with speciality 
products. This is a key job with ex- 
ceptional prospec only men of 
real ambition and initiative 

Commencing salary 


full, but brief details to 
Box 1485 Ad. Weekly 180 Fleet St EC4 


“Advertiser's Weekly,” 


"Phone Chancery 8844. 


DRAUGHTSMAN = cequired for 
lance work Must be 
Preparation both large and small scale 
maps Write stating qualifications to 
Box 1488 Ad. Weekly 180 Fleet St BC4 

ASSISTANT to Commercial Director and 
and Secretary wanted for London 
Advertising Agency State age, experi- 
ence and present salary 
Box 1465 Ad. Weekly 180 Fleet St EC4 

EXECUTIVE to help organise appeal in 
connexion with important literary and 
educational project Must have good 
contacts, proven organising ability, and 
preferably experience of appeal tech- 
nique and knowledge of modern pub- 
lictty methods Appointment for one 
year in first place, but could lead to 
permanent post State in confidence 
age, education, experience, salary asked 
Box 1432 Ad. Weekly 180 Fleet St EC4 


free- 
experienced, 


RETOUCHING ARTIST required for 
Publicity Department Studio of well- 
known Publishing House. Must be ex- 


Perienced worker, accustomed to hand- 
ling a variety of general subjects includ- 
ing figure. Knowledge of reproduction 
Processes an advantage Age not over 
rite, giving details of age, ex- 
qualifications and salary re- 
quired, to Box J.678 c/o Streets, 110 
_Old Broad Street, E.C 
A LAYOUT ARTIST, capable of pro- 
ducing slick roughs for presentation to 
client, eequired by Yane Publicity 
Experience essential Call Quality 
House, Quality Const Chancery Lane— 
or ‘phone CHA 


JUNTOR ASSISTANT, Male, required 
for the Department of Trade Promo- 
tion Some knowledge of textile 


promotion and publicity and acquain- 
tance with the retail trade would be an 
advantage Commencing salary £500 
pa Apply to the Secretary, Inter- 
national 1 Secretariat, 18-20 
Lower Regent Street, London, S.W.1 


| 


| 


BOOK-KEEPER required for expanding 
fleet Street : Excellent oppor- 
tunity for right man or woman. Write 
full details in confidence. 
Box 1493 Ad. Weekly 180 Fleet St EC4 
ASSISTANT REQUIRED for Technical 
Publications section of engineering firm 
in West London Must have experi- 
ence im preparation of spare parts lists, 
working instructions. etc. Able to read 
blue-prints, but art work not required. 
Slay week State experience, age, 
Saiary required, when free 
Box 1497 Ad. Weekly 180 Fleet St BC4 
CAMBRIDGE UNIVERSITY PRESS 
has vacancy in drawing office for young 
arust, preferably with some experience 
of technical drawing and of repro- 
duction processes. Apply Personnel 
_Officer, University Press, Cambridge 
ADVERTISEMENT REPRESENTATIVE 
required to sell advertisemem space 
in a series of established holiday guides 
to hotels, etc., On coast Only men 
with previous experience of this type of 
work need apply Car invaluable but 
not essential Generous commission 
Apply in writing giving details 
of ~sonasagged experience and quoting 
references, 
Box 1498 Ad Weekly 180 Fleet St BC4 
LAYOUT. Medium-sized London Agency 
fequires a further first class layout 
artist The position offers good pros- 
pects and will carry a commencing 
salary of £850 per annum. Particulars, 
including age, experience, etc., in con- 
fidence to 
Box 1373 Ad. Weekly 180 Fleet St BC4 
SURVEY Firm. north of London, 
requires two cartographic draughtsmen 
with first class experience and ability. 


particularly lettering ‘ermanent 
Positions, S-day week canteen 
pension scheme Apply sending 
small specimen of work to Box 240 
Allardyce Palmer Ltd., 109 Kingsway, 
London, W.C.2. 

SPICERS LTD..~ require Advertising 
Manager, to be responsible for Publi- 


city and Production Design 
lions in writing to the 
New Bridge Street, E.C 4. es 
MIDLANDS ADVERTISEMENT REP- 
RESENTATIVE for weekly papers and 


Applica- 
Secretary, 19 


magazine Pref. based on Wolver- 
hampton with knowledge of Dudley, 
Stafford and Birmingham Retainer 
and comm. Write M.P.A. Lid., St 


James's Priory, Bridgnorth. 


Press, assistance 


journalists, the 


B.B.C.. 


Upon 


Applications, 


Executive, 


For acknowledgment 


LONDON TRANSPORT 
EXECUTIVE 


Applications are invited for a post in the Press Office. 
The successful applicant will assist in the general 
Press relations work of the office, 
supplying of information to the National and Local 
and provision of 
Newsreels, 
etc.. and the preparation of releases for Press use on 
the Executive's services and organisation. 
and initiative are essential. 


Salary range for the post is £538 to £602 per annum. 


The appointment is subject to a medical examination 
completion of a 


giving full details of 
experience and present salary, 
fourteen days of the appearance of this advertisement 
to the Staff Officer (F/ EV 
55 Broadway, London, §.W.1. 


enclose 


satisfactory probationary 
period the selected applicant will be expected to join 
a contributory superannuation scheme 


which includes the 


facilities to 
Film Companies, 


Keenness 


age, education, 
should be sent within 


172), London Transport 


addressed 


envelope. 


*Phone your Classifieds to CHA 8844 (Ex 23) 
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ARE YOU.... 


An *Agency Production Man? 
With practical knowledge of 
complete technical production, 
including some typography? 
Able to handle a group of 
busy accounts and oversee 
others? 

Aged about 30-35 years with 
pre-war ‘agency experience? 
If you can answer “Yes” to 
all these questions, and can 


substantiate it—if you would 
like to be considered for a 


job with a leading London 
Agency (where there exists 
congenial conditions, scope 


for the man with real ability, 
and a salary commensurate 
with that ability).—WRITE 
giving age, experience and 
salary required to Production 
Manager, 


1473 
Advertiser's Weekly, 180 Fleet St., E.C.4 


*Unless you have material agency 
experience, please refrain from 
replying. 


HENBEST PUBLICITY SERVICE LTD., 
Bournemcuth, require an additional 
copywriter/layout man for their expand- 
ing agency. Salary around £400. Give 
full particulars in writing. 


FULL TIME expericnced advertising 
ce salesman required for recently 
established monthly magazine in Bed- 
fordshire with expanding circulation 
Fixed salary and, in add:tion, commis- 
sion above agreed minimum. In first 
instance write: C.L.C. c/o Office Aid, 
11 Goldington Road, Bedford, with full 
particulars. 


Man of 


ACCOUNTS EXECUTIVE. 
proven ability required. Also artist for 
retouching and/or Fashion line and 
tone Apply giving full details to 


West Advertising Limited, 30 Milsom 
Street, Bath 


REPRESENTATIVE for good class 
weekly oung and enterpr sing, 
Some experienc preferabie Write 
Secretary, British Periodicals Ltd., 46 
Chancery Lane, W.C.2 


EXHIBITION. Stand fitting draughtsman 
required by leading contractors in West 


London Area. Colour, perspective 
work desirable. Write for interview 
to Chief Des 


igner. 
Box 1483 Ad, Weekly 180 Fleet St EC4 


PRODUCTION 
ASSISTANT 


Old established general 
agency requires Assistant 
in Production Department, 
experienced in preparing 
material, adapting it, order- 
ing blocks and issuing to 
press. Exceptional oppor- 
tunity for keen advertising 
man with experience, ideas 
and initiative. Write: 


Box 1476 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING AGENT (West End) 
requires Assistant Accountant, Secre- 
tary. Excellent prospects for keen man 
(under 30) with organising ability 
Agency experience preferred Pension 
scheme. Write, full particulars including 
salary required. to 
Box 1477 Ad. Weekly 180 Fleet St EC4 


’ Phone 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


YOUNG MAN with ideas required to 
take charge Ci-culation Departmem of 
group of wade newspapers with view 
to appointment as Circulation Manager. 
Repiy tully, in confidence, to 
Box 1489 Ad. Weekly 180 Fleet St EC4 


SPACE SALESMAN 
required for established monthly 
trade journal. Must be experienced 
in selling direct to 
knowledge of the marine industry 
useful. Payment by salary, com- 
mission and expenses. Write fully 
giving age. length of service with 

present employers, etc., to 


Advertiser's Weekly, 180 Fleet St., E.C.4 


executives A 


fWO ARTISTS wanted Interesting 
positions. The first an experienced 
layout and licttering man (or woman) 
21-30. a young fashion artist 
18-21 Phone Studio Manager, 
Gerrard 6671 
YOUNG MAN (28-30) required for 
Order Room of classified advertise- 
ment department of busy West End 
Advertising Agency. Must be able to 


type Good opportunity for smart 
applicant, preferably with previous 
agency cxperience of ‘Classified’ 
adverusements. Write (or phone) 
Temple Bar 7801 for appointment, 
Austin Knight Ltd.. 212a Shaftesbury 
Avenue, W.C.2 


ARTIST DRAUGHTSMAN required. 
Experienced in exhibition stand fitting 
Drawing an advantage. Write for in- 
terview to Chief Designer. 

Box 1482 Ad. Weekly 180 Fleet St EC4 


WANTED 
CHIEF ENGINEER 


Dublin Newspaper has 
vacancy for above. Know- 
ledge of Rotary Presses 
desirable and charge of 
complete general mainten- 
ance. 


Box 1475 
Advertiser's Weekly, 180 Fleet St., E.C.4 


THE MEDIA DEPARTMENT of Young 
& Rubicam Ltd. require a young lady 
assistant. A knowledge of overseas 
media an advantage. Shorthand typing 
—— Telephone Personnel Manager 

G 0211. 


BOOK-KEEPER/SECRETARY for News- 
pa cs. 
Box 1484 Ad. Weekly 180 Fleet St BC4 


advertis- 
ing; details experience, age, references. 
Box 1487 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


SHORTHAND-TYPISTS. Private Secre- 
tarves. Clerks, etc. If you are in urgent 


need of staff. contact Embassy Bureau, 
Exce! House. Whitcombe Street. W.C.2 
(WHltehall 5924) specialise in 
efficient personnel 

GENERAL ARTIST, lettering, _ line, 
drawings, layouts, roughs, etc. Prefer 
agency Salary £600 per annum 


Box 1496 Ad. Weekly 180 Fleet St BC4 


ART DIRECTOR 


desires new appointment 

with a medium-sized Agency. 
He has first class Agency ex- 
perience, plus sound, selling 
original ideas. 

He is considered to be out- 
standing in his creative ability. 
Alternatively he would be 
interested in an appointment 
as Advertising Manager where 
new ideas would be encour- 
aged 


Box 149! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


YOUNG ARTIST, years’ training, 
seeks opening in Advertising Agency or 
Studio. Some practical experience, 
knowledge of typography layouts. 

Box 1480 Ad. Weckly 180 Fleet St EC4 


PUBLICITY MANAGER with extensive 
agency and printing experience secks 
post. Creative flair Administration. 

Box 1455 Ad. Weekly 180 Fleet St EC4 


| CREATIVE 


ideas / layout / copy / etc. 
EXECUTIVE 
Age 34 
IN INDUSTRIAL 
PUBLICITY 


seeks POSITION where 
Imagination and ENTHU- 
SIASM are needed. 


Box 1492 
Advertiser's Weekly, 180 Fleet St., E.C.4 


TYPOGRAPHER, top-erade, secks senior 

it Brochure and leai design. 
Trade and Press layouts. _ 

Box 1456 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


shop with Arcade window. 


space. 


BRIDPORT, WEST DORSET 


Market and Industrial Town, | mile from the Sea, on the Main 
London to Exeter Coastal Road 
Important Business Premises ideal for Restaurant or 


Multiple stores, situated in a central position in the most 
progressive town in the West, comprising of Modern fronted 


GROUND FLOOR Show Room about 1,600 sq. ft. floor 


FIRST FLOOR Large Gallery Show Room 60 ft. deep average 
23 ft. wide. Staff rooms and Offices. 


Will be sold with Vacant Possession. 


Van. H. Allen & Co. Ltd., will offer the above by Auction 
(unless previously sold) on April Iith. 


Detailed particulars may be obtained from the Auctioneers 
VAN. H. ALLEN & CO. LTD., Bridport, Dorset 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


ADVERTISING MANAGER. First-class 
actical man with real all-round know- 
ige and particular flair for copy and 

creative work. Excellemt organiser, 
good contacts. 
Box 1481 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


MODELLING AND CARVING, free 
jance work, Experienced artist im 
pilaster, alabaster, wood and stone. 
Photographs available on interview. 
Box 1495 Ad. Weekly 180 Fleet St EC4 


TECHNICAL ILLUSTRATION for re- 

roduction. Retouching, Exploded 

jews, Perspective Drawings, prepared 
from blueprints under qualified techni- 
cal supervision. E. Hall & Partners. 
58 Croydon Road, Beckenham, Kent. 
BECkenham 3090, 

COMMERCIAL ARTIST, experienced in 
boot and shoe drawing, mechanical 
illustration and lettering secks good 
connections Prompt service guaranteed 
Box 909 Ad. Weekly 180 Fleet St BC4 


y 


ARTISTS capable of high-class Still Life, 
Lettering, Fashion, Mechanical i 

tration 

Advertising, Catalogues, Leaflets, 

additional work. 

Box 1278 Ad, Weekly 180 Fleet St EC4 


FRANK 
WINTERBORNE 
ARTIST & DESIGNER 
Tel.: LAN 4526; 

24 MARGARET ST., LONDON, W.1! 


BUSINESS OPPORTUNITIES 


CAMERA TALKS. Largest photographic 
Library of children and babies (50,000 
pictures). 23 Denmark Place, London, 
W.C.2. (TEM 1828.) 


SHOW CARDS, CUT-OUTS, 
Book Jackets, Advertising Folders, 
etc., by photo-li or letterpress 
(own photo-litho process plant). 
CARILLON PRESS LTD. 
Fine_ Colour Printers, Bournemouth 
elephone : om 36835 
London Office: 98 Bride Lane E.C.4 
"Phone CENtral 1740 


ACCOMMODATION 


FREE LANCE ARTIST requiring Studio 
space, Oxford Street, phone Gerrard 
9586. 


STRAND. 700 ft. very light offices. re 
decorated. £450 p.a. inclusive. FLA 
9854. 


SALES AND WANTS 


COMMERCIAL ARTISTS nced 
nique of Advertising Layout.” 
dreds of illustrations. 
15s. Partridec 


B 
7181.) 


SPECIAL ANNOUNCEMENTS 


BOOKSELLER PLANNING CLASSI- 
FIED ADVERTISING CAMPAIGN 
requires rates and specimen copies 
provincial newspapers. Bobin’: Boc\- 
shops, Victoria Arcade, Souttend-ca- 


See March 22 issue of Advertiser's 
Weekly, pages 526 and 527 for 
the Advertising Services & 
Supplies Section. April 19 will 
be the next issue containing 
these services. 


your Classifieds to CHA 8844 
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ADVERTISER'S WEEKLY 


preference? 


\ 
for “SG 


If you are not one of those firms whose delivery men 
drive about in nameless vans, then what we are about 


ill appeal to you. 


The idea is ‘signature’ papers. We design and print 
for you a special box paper, with your name and address 
or your trading device; symbols that by skilful designing 
provide visual appeal and convert otherwise vacant 


in the initial order. 


SANDERSON 


make 


Signature papers 


ERNERS STREET, LONDON, 


A space into powerful 
advertising media. 

The cost is reasonable, and 
subsequent printings work out 
at no more than stock ranges, because 
the cost of the blocks is covered 


AN 
\) 


Department, 
BiShopsgate 
485) 


PIGGOTT BROTHERS & CO_LTD. 


Ufficra! Contractors to al! principal tahubivions. 
220/226 Bishopsgate, London, E.C.4 Phone: BiShopsgate 485! 
Piggott also supply : Street Decorations, Flags, Flagstaffs, Tents and Marquees. 
Ga ris 


—STOP PRESS — 


PAPERS CLOSE April, provincial evenings— 


“Perthshire Constitutional | Agents S. C. Peacock Ltd. 
and — bi-weekly stasee 
in 1835 to close owing to rising . 
newsprint and production costs. Stage o— | ey AB 
In Hong Kong British owned | — —_— ; ee yf - — 

Telegra closes April 1 | rE - 4 ri 


Extensive campaign for 
Summit Pens Ltd. commencing 


through lack of newsprint and ic Club 5-4 at snooker. 
other supplies. 


CONFERENCE NEWS), 


London Association British 
Empire Newspapers Overseas 
will organise special luncheon 
July 12, Connaught Rooms, 
London, in connection with 
International Advertising Con- 
ference, 

Swedish Advertising Associa- 
tion using Conference stickers 
on Official journal. “Printing 
Review” using stickers on their 
internationally circulated issue 
in May. 


INTERNATIONAL JOBS 


F. Murray Milne elected presi- 
dent of Federation ter- 
nationale de Clubs de Publicité; 
Leon Goodman and Arthur 
Chadwick vice-presidents; I. F. 
Luckin secretary; S. T. Holmes, 
treasurer. 


Published by the Proprietors, BUSINESS PUBL! 
“taarch 29, 1951. Printed in England 


ICATIONS, Ltd., at their 
by Staples Printers Limited 


office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
at their Great Titchfield Street, London, establishment. 
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